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Rough Proofs 


“Space buyers are important 
people here,” says a. -Chicago 
agency advertising for one. 
Publishers’ reps say space buy- 
ers are important people period. 
vvey 


The Hat Foundation hopes to 
convince males that women like 
‘em better with their tops covered, 
a theory already heartily sub- 
scribed to by bald-headed men. 
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With television available for the 
Democratic and Republican na- 
tional conventions in Philadelphia, 
friends of handsome Arthur Van- 
denberg are already perking up. 


 - F 


The only disadvantages of tele- 
vision from the standpoint of pro- 
moting candidates is that no mat- 
ter how enthusiastic the viewers, 
they can’t talk back. 


oe oe 


ployes the advantage of commut- 
ing from Chicago “against, not 
with, the heavy traffic.” 

Much as most people dislike 
crowds, they’re always in ’em. 


'. @ 


“Is experience the only criteria 
of copy writing ability?” asks a 
fellow looking for a chance. 

After a while, experience sug- 
gests that the copywriter look up 
the number of “criteria.” 
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Norine Foley comes up with the 


they are wearing gloves. 
7.9 9@ 


Woodruff Randolph has been 
telling the printing industry to 
expect a generous supply of chaos, 
while Gen. Sherman merely said 
that war is hell. 

ae 


“Phone company’s advertising 
stirs Georgia battle,” headlines the 


world’s greatest advertising jour-| 


nal. 

The Public Service Commission 
probably realizes that today 
neither talk nor promotion copy 
is cheap. 

a 

That governor who has been 
made defendant in a_ paternity 
suit may get some comfort by re- 
membering that Grover Cleveland 
was elected President after a simi- 
lar story was widely publicized 
by his political opponents. 
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Frozen Food Week will be cele- 
brated March 14-20, and if the 
weather man continues to dump 
snow all over the landscape it can 
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The New York Central has a 
mail order public relations course 
‘unning for thousands of its em- 
dloyes, and it would be interesting 
to learn if the students include 
Robert R. Young. 
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Bob Hannegan, now boss of the 
st. Louis Cards, who formerly ran 
the Democratic national campaign, 
will probably have a lot more fun 
1ext summer than his successor. 


Copy Cus. 


interesting suggestion that when | 
people complain that they’re feel-| 
ing badly, it may be only because | 


also be called Frozen Foot Week. 


Sunkist Marks 40 Years 


$43,000,000 Invested 
Boosts Consumption 
More Than Six-fold 


By PHIL SEITZ 


Los ANGELES—When Russell Z. 
Eller, advertising manager of 
California Fruit Growers Ex- 
change, speaks before the Des 
Moines Advertising Club tomor- 
row (March 9), he will mark the 
40th anniversary of Sunkist ad- 
vertising, and a return to the 
state where the entire advertising 
budget for 1908 was used in a test 
campaign in the Des Moines Reg- 
ister-Leader, predecessor to the 
present Register and Tribune. 
| The test was an unqualified suc- 
'cess. Sales in Iowa increased 50% 
_as compared with a national aver- 


|sold the Exchange on the value 
|of advertising and it has remained 


as National Advertiser 


yun, MeL 
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ITU Philadelphia 
Walkout Affects 
15 Publications 


PHILADELPHIA — More than 75 
national magazines and_ trade 
journals printed by local firms 
are affected by the strike of print- 
ers which shut down 28 of the 
city’s largest plants Feb. 28. 

Among them are such mass cir- 
culation periodicals as Life and 
Time (eastern editions), Liberty, 
Family Circle and all the Hearst 
magazines with the exception of 
| Motor Boating, among them Good 


Abbott Laboratories, North Chi-| age increase of 13%—at a cost of | Housekeeping, Cosmopolitan, Har- 
cago, suggests to prospective em-/|less than $25,000. These results| per’s 


| Bazaar, House Beautiful. 
‘Cuneo Press, which prints these 
|among 30 magazines and trade pa- 


that way ever since, as evidenced | pers, including American Legion 


‘by the expenditure of $43,000,000 
/since 1908. 

| What has been accomplished in 
| that 40 years is a saga of adver- 
tising and promotion at its best. 


In 1908, per capita consumption | 


|was 20 oranges a year. By 1947, 
'with a greatly increased popula- 
|tion, annual per capita consump- 
tion had soared to 125. But a more 
amazing statistic is found in the 
report of the Bureau of Labor 
Statistics for the fall of 1946, 


accounted for 2% of the cost of 
living, 20% of the average family’s 
‘fresh fruit and vegetable dollar, 
and 5% of the food dollar. 


Well-Rounded Merchandising 


Mr. Eller’s account of those 40 
years reveals a marketing story 
which has few parallels in the 
pioneering of a product. In those 
days, an orange was a luxury most 
|people were aware of only when 
it had an honored place in the 
Christmas stocking. Today, it is 


| firmly entrenched as a basic food | 
‘necessary to health and _ well-| 


Last Minute News Flashes 


| being. 
| Although advertising is credited 


which showed that oranges alone 


Magazine, Boys’ Life, American 
Home, Etude, Country Life & 
Sportsman, Motor and American 
Druggist, was the largest plant 
affected. 

Although the announced strike 
‘caught the local plants off base, 
| magazines due to reach the stands 
last week appeared on time. Work 
‘had already been completed when 
the strike was called. 


Expect to Come Out 


What will happen with future 
|issues if the strike proves to be 
a long one, as industry spokesmen 
predict, is hard to say. A state- 
ment issued Wednesday by the 
|Allied Printing Employers’ As- 
\sociation, representing the 28 
struck plants, declared: 


| 


and issues of all national maga- 
zines are still being printed ac- 
cording to schedule in Philadel- 
phia, despite the city-wide strike 
of members of Typographical 
(Continued on Page 68) 


“Deadlines are still being met 


LUKE AND LUCY—And their adven- 

tures in a fantasy world loaded with 

luscious Monarch foods in cans, bottles 

and packages comprise the 1948 cam- 

paign of Reid Murdoch & Co., Chicago. 
(Story on Page 8.) 


Networks Attack 
Mayflower Rule; 
Unions Favor It 


WaASHINGTON—Network and sta- 
tion owners demanded the oppor- 
tunity to have their say over the 
air, as the FCC last week began 
reconsidering its famous ‘“May- 
flower Rule” which prevents sta- 
tions from “editorializing.” 


NBC led off for the 
Later the commission heard its 
former chairman, James Law- 
|rence Fly, defend the existing rule 
and assert that the demand for 
the right to editorialize “is largely 
an illusion” on the part of those 
“who want to be like newspa- 
pers.” 

Representing the American Civil 
Liberties Union, Mr. Fly warned 
that radio’s potential influence on 
the public “is not merely dyna- 
mite, it’s atomic.” 

Other witnesses this week sup- 
porting the existing ban included 
the CIO and the Communication 
(Continued on Page 65) 


| with the major role in the present| Frey Clients Go to Erwin, Wasey and HH&McD 


|pre-eminence of the Sunkist 
_ trademark, Mr. Eller is the first 
| to say: 
| anything. is, and must be, 
_basically a support for sales.” 
|'This acute awareness of the re- 
| lationship between advertising and 
|sales is an outstanding character- 
(Continued on Page 46) 
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Roses or Sheets? 


_ Copy puzzles ‘Creative 
| Man’. See Page 56. 
_ Other features: 


Ad-libbing 12) 


Advertising Market Place 


Business Paper Figures 16 
Department Store Sales 24 
Editorials 12 
Getting Personal 60 
Information for Advertisers . 42 
In Washington 28 
Obituaries 67 
Photographic Review . 63 
Rough Proofs net 
Private Lines 59 
| Voice of the Advertiser 54 


“Advertising never sold | 


Cuicaco—Pullman-Standard Car Mfg. Company and Indiana Steel | 
Products Company, handled by the closing Charles Daniel Frey Ad- 
vertising Agency, have appointed Erwin, Wasey & Co. here as their | 


agency. Daniel H. Steele, head o 
Wasey in Chicago. Coopers, Inc 


f plans for Frey, has joined Erwin, 
.. Kenosha, Wis., maker of Jockey 


Top officials of ABC, CBS and) 
industry. | 


Sponsors of Dairy 
Tie-in Promotions 


Honored by ADA 


1948 Ads for Joint 
Industry Campaigns 
to Cost $15,000,000 


Cuicaco—Laurels of the Ameri- 
can Dairy Association went to two 
newspapers, two magazines and 
three related foods companies in 
recognition of their ‘“accomplish- 
ments in moving dairy foods from 
farm to family table” at the 
ADA’s ninth annual meeting here 
last week. 

The San Francisco Examiner 
and Seventeen took honors for 
their stories on dairy products, 
the Chicago Tribune and Wom- 
an’s Home Companion were 
lauded for use of dairy products, 
Pillsbury Mills received an award 
for recipes featuring dairy prod- 
ucts, National Biscuit Company 
for featuring dairy products in its 
ads and General Mills for over- 
all merchandising of dairy foods. 

The awards were presented for 
the first time, and at the close of 
a year marked by extensive, suc- 
cessful tie-in advertising and mer- 
chandising with other food prod- 
ucts and marketers. 


To Cost $15,000,000 


The annual meeting also marked 
the beginning of a comprehensive 
related products tie-in promotion, 
the total cost of which is esti- 


;mated to reach $15,000,000, $1,- 
, 500,000 of which will be spent 
directly by the ADA. 


During the war, the dairy as- 
sociation’s budget was spent on 
public relations and institutional 
advertising, largely on the radio. 
With the end of the war, the 
group began to concentrate on 
product selling. Small space 
magazine ads in color ran as a 
continuous service feature for the 
housewife, while larger color ads 
| were used to push special mer- 
|chandising promotions. 
| And in 1948-49, ADA will use 
| the same formula, with more large 
magazine insertions devoted to 
/special tie-ins, and backed by 
|cards on Railway Express trucks. 


18 Separate Drives 


First of the 18 different coop- 
is the joint 


| 


erative promotions 


. = : |cottage cheese-cream cheese-clin 
underwear, has appointed Henri, Hurst & McDonald, Chicago. Morton | g s 
Mfg. Company, Easterling Company and other Frey accounts have 


not yet decided on new agencies. 


Food Fair Stores Insures Meat 


PHILADELPHIA—F ood Fair Stores, Inc., is using 37 newspapers this 


month to inform consumers that 
sured by one of America’s large 
offers a money-back guarantee. 
name of the surety company. 


Food Fair’s PSG meat is “now in- 
surety companies.” The company 
Food Fair would not reveal the 


The campaign is placed direct. 


Borden Tests Copy for Instant Coffee 


drive consists of comic strip ads 


monials by average families endorsing the coffee. 


New York—The Borden Company has launched a 13-week test cam- 
| paign in 135 newspapers in 95 cities for Borden’s instant coffee. 


The 
featuring Elsie, and 140-line testi- 
Buried offers of 


three-quarter ounce jar samples of the coffee are carried in some of 
the ads. Kenyon & Eckhardt, here, is the agency. 


Pevely Dairy Names Ruthrauff & Ryan 


St. Lours—Pevely Dairy Company, dominant dairy distributor in| promotions are tentatively sched- 


handle its account. 
(Additional News 


Flashes on Page 71) 


|}peach drive in April and May. 
| June and July will see a combina- 
tion ice cream and cake push 
|aimed at boosting take-home 
| sales, with tie-in ads from the 
| milling companies. 

| Other typical deals include a 
| “back-to-school drink more milk” 


series in September; an October 


‘cheese festival with the large 
cheese manufacturers plugging 
|both cheese and dairy products; 


a Christmas butter cookie drive 
with the large bakery goods dis- 
|tributors, and a promotion for 
evaporated milk and three kinds 
|}of cream pie in January, 1949. 
Cottage cheese salads, butter, 
milk, ice cream and other similar 


the St. Louis area, has appointed Ruthrauff & Ryan, St. Louis, to| uled to bring the 18 co-op promo- 


'tions up to June, 1949. All of the 
association’s advertising is placed 
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through Campbell-Mithun, 
cago. 

While final lists of all companies 
set to cooperate in individual joint 
promotions have not been re- 
leased, nor have those companies’ 
media schedules, the ADA will 
use The American Weekly, Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 


Chi- 


Life, McCall’s, The Saturday Eve- 


ning Post, Seventeen, This Week 
and Woman’s Home Companion. 

Another facet of the associa- 
tion’s promotion plans will in- 
volve the establishment of more 
dairy food departments in retail 
grocery stores. The dairy group 
tested the dairy department idea 


S S Rubber Cement Co. 
Again taking orders for pre-war 
quality 
Artists’ Rubber Cement 
ARTEX BRAND 
Gallon — $3.50 Quart — $1.25 


314 N. Michigan Ave. Chicago 1, 1. 


| prior to the war, and found that 
purchases of dairy products 
| jumped from 300 to 400% on some 
products, with an over-all 200% 
increase in volume. 


25% of Total Retail Business 

When the tests were resumed 
after the war, further verification 
of the figures was obtained. The 
departments became so _ success- 
ful, in fact, that one of the largest 
grocery chains is including a dairy 
food department in plans for every 
one of its new stores and figures 
that 25% of its total business will 
come from this department. Its 
dairy department is said to be 
even more profitable than the 
meat section in a number of test 
cases. 

At a dinner session of the an- 
nual meeting, Daniel T. Carlson, 
Willmar, Minn., retiring ADA 
president, asserted that “hunger 
could come to America surpris- 
ingly quickly. Our reserves have 
been eaten up by the war and 
feeding the world. We are living 
now from hand to mouth.” 


The nation’s dairy herd is down 
2,000,000 head, milk production is 
at its lowest level since 1941, grain 
bins are rapidly being emptied— 
all at a time when 3,750,000 babies 
have been added to the popula- 
tion, he declared. 

Mr. Carlson asked that the 
American farmer be given every 
encouragement for an all-out dis- 
tribution effort and that the food 
industry get the same support in 
order to effect more intensive dis- 
tribution. 

Bryce S. Landt, Wisconsin Dells, 
Wis., was elected president for the 
coming year at the meeting. Other 
officers include: C. R. Schoby, 
Bode, Ia., vice-president; W. L. 
Hendrix, Boise, Ida., secretary; 
Wilbur J. Swayer, Chicago, treas- 
urer, and W. J. Murphy, Bismarck, 


urer. 


Sweeney on Own 


Kevin Sweeney, formerly as- 
sistant general manager of the 


| Housewives’ Protective League di- | 


| vision of CBS, has formed Kevin 


B. Sweeney & Co., specializing in 
business development for adver- 
tising media, and in the produc- 
tion and sale of local live talent 
programs for radio stations. Offices 
are in the Taft building, Holly- 
wood. 


Frozen Food Use 
Sets Record in 1947 


Consumption of frozen foods 
reached an all-time record high 
during 1947, Lawrence S. Martin, 
executive secretary of the Na- 
tional Association of Frozen Food 
Packers, Washington, D. C., has 
reported. 

In announcing the program de- 
tails for the National Frozen Food 
Industry exposition and concur- 
rent conventions to be held at the 
Hotel Stevens, Chicago, March 15- 


N. D., assistant secretary-treas- |18, Mr. Martin described the out- 


|look for 1948 as “very bright.” 


Changes Frequency 
Station WTIC-FM, Hartford, 
Conn., is now broadcasting on a 


frequency of 96.5 instead of 93.5 
megacycles. 


For years Memphis’ population and effective buy- 
ing income have been a huggin’ and a chalkin’, 


with the latter getting heftier and heftier every 


year, 


In 1946, for instance, Memphis’ effective 


buying income gained approximately 101 million 
dollars’, an increase which changed Memphis’ 
national ranking in this category from 40th posi- 
tion in 1945 to 28th place in 1946° .. . But Mem- 


phis’ population was putting on some weight, too 


...+ from 32nd position in 1945 to 31st in the 
nation in 1946— 


- 
~ 


All of which adds up to the fact that this highly 
compatible couple offers the advertiser a splendid 
potential for increased sales at a remarkably low 
dollar investment, particularly when BOTH Mem- 
phis newspapers are used at an optional combi- 
nation rate savings of 13¢ per line. 


*Sales Management Survey of Buying Power, 1947. 
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COMMERCIAL APPEAL 
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HELLO JELL-O—General Foods Corp., 
New York, tells homemakers that Jell-O’; 
six flavors are back on grocers’ shelves 
in this color page in women's magazines. 


Lever Gets Five 
of Hooper's 15 


New Yorx—Placing five on the 
first 15 for Feb. 29, Lever Bros. 
Company continues to rate the 
lion’s share of honors on the re- 
ports of C. E. Hooper, Inc. 

Lux Radio Theater topped the 
list again with 30.5 and Pepso- 
dent’s Bob Hope moved up to 
third with 26.5. Amos ’n’ Andy 
(23.2—Lifebuoy), My Friend Irma 
(21.1—Swan) and Arthur God- 
frey’s Talent Scouts (18.9—for 
Lever Bros.’ subsidiary, Thomas J. 
Lipton, Inc.), were seventh, 10th 
and 14th respectively. 

Others among the evening 
favorites: 


Fibber McGee (Johnson’s Wax), 
NBC 


Truth or Consequences (Duz), 

i erie a re, ee eee 5.2 
Fred Allen (Ford Dealers), NBC.24.4 
Charlie McCarthy (Standard 


po AR ar Se eee 22.4 
Bandwagon (Fitch), NBC........ 22.0 
Walter Winchell (Jergens), 

ys Peon Pee Pee eer 21.1 
Al Joleon (Kraft), NBC......... 20.5 


wa A Tavern (Bristol-Myers), 
Hit Parade (Lucky Strike), NBC.18.6 

Average evening sets-in-use of 
33.7 was down 1.3 from the last 
report and up 0.9 from a year ago. 
Average rating of 11.1 was down 
0.2 from the last report and up 
0.3 from a year ago. 


Offers Meat Recipes 


Stahl-Meyer, Inc., New York, 
maker of Fresh-Flavor canned 
meat products, is offering meat 
recipes in the form of a card file 
to consumers through newspaper, 
radio and magazine advertising 
this month. The recipes may be 
obtained in return for two labels 
from any Stahl-Meyer products 
or 10 cents. If the response in- 
dicates high consumer interest 
new groups of recipes will be of- 
fered at a later date. 
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AT LEADING PAPER MERCHANTS ; 
THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y | 
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INSTITUTIONS CATALOG DIRECTORY renders a buying service unparalleled in the in- 
stitutional field. It is the only consolidated catalog directory available for the conveni- 
ence of buyers and is designed primarily to catalog, list and cross-index all types of 
products used in furnishing, equipping, maintaining, decorating, remodeling, construc- 
tion and feeding in this huge eleven billion dollar market. 


The 1948 annual edition of INSTITUTIONS CATALOG DIRECTORY, now being com- 
~. offers manufacturers the opportunity of keeping their product information daily 
fore the more than 45,000 buyers of institutional equipment. 


Reserve Space Now to make sure your company's products are properly displayed, 
classified and cross-indexed in all sections of this centralized source of buying infor- 
mation. Consult your Advertising Agency or write direct for detailed information of 
how INSTITUTIONS CATALOG DIRECTORY can best serve you. 


CONSULT YOUR AA overrisine A GENCY 
INSTITUTIONS CATALO 


1900 PRAIRIE AVENUE —— -—— -—— CHICAGO 16, ILLINOIS. 


G DIRECTORY 


INSTITUTIONS CATALOG DI- 
RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a nation- 
wide competition among over 
660 entries from the nation’s 
leading business papers. The same 
organization and leadersizip which 
has made this achievement pos- 
sible has made INSTITUTIONS 
CATALOG DIRECTORY of first 
importance to manufacturers with 
products to be cataloged for the 
institutional field. 


pati oe eb. 5 ay ete poner ila biog . 
ba, a Seo eee ape : 
i ne ae x pe gata ane wile : wah hee ho nagiars ais mats Stee ee cae 4 j 
ns ere eis 0 are Pion ae ee Bu gate i | 
Vet tee es Sheree ty” ae lag" 4 
jn A = Pe a ha 
; eo: . . is a 4 | 
“ he ‘ 4 
1948 ® x omy ' rf 
) 7 : Bich: at 3 a aot | 
eye —  . &- 
3 1 S er ee. > ; ; “ , F ; : ; 
; a . alte as Re ieee “{] 
: , ee (ees Salus tas ae a 4 
7 . okt. cama Serta ess Gee eas Soe “f] 
~ " a ae oa i ota “ oe 2 es eg ae 2 
} | ae r Mg xh | A oe oy ea sk i 1 t ‘ i ; > ‘ ' é qn s ay ae res : ‘“ , ‘> , | ; ae 
a \\\ Pe nO ae . ‘ - oe eh 4 e fe Pee een 4 a : See + 4 i ry ‘ : ee A 
f 3 \ a a 7 | el : . ay, ’ y % He sy : Ht ‘ 
a BPA ee Sy a ap S re | Aen a) ’ ' at 4 
J Wa ti . =... il LT Se, ae i <6! BOA TT ay ae The following are the + | | 
iv) P| \ heen wm ‘ a _ ‘2. 3 =. . an # J, is / Ypes of insti. 1 
ron 1 ae Le r iy a yr AML | lpia) | hig te, ie. CATALOG DIRECTORy _ 
ines, reg 3 . - ia . ; rr] i : <= ' a ‘ xed % * Hote}, ; ti 
a 5 re ie Se Se — ; : ~ py f . _ i 
i * : s a = - a se ~ t 3 , 4% *, j i 
Fie ade Ae = = == Oe eee = . | Hh tla ' Hi) af ° Hospitals set Sanitarium, i 
| Wi 7 — ie TIE = LT oe © Schools | 
4 . ™ —— . = = — = ite ! WT oe mo i 
RY va ag rs. — — ° —— Hi | ‘hi “it Yd Y soe he | h : 
. the Mee si al ap ee Sie : i Hal hk Ez A se | ° “stings: ™ Universities | g 
Po . wah Se | ae 7 Ree ies j Mi te tgs = if, - | * Industria; Cafeteria. and j _— 
. re. ¥ é ™ i 4 | \. ig : 2) lan) . , \ H i I! f ma: % 7 Restaurant. j a 
- | As rer ), ie Shes. ae | 3 { 
‘is Fy , 5 4 C A T A nf he if d | Nei i | e Asylums, Municipa and } _ 
1ps0- i { : 4 LOg DIREC TORY 4 if | | Be 4 . <j State Institutions | z 
indy a im vA : it : e. : an | | @ Restaurant. and Cafeteria, _ 
[rma aq g ro ie lI Fg Hits 
30d- | | a ee i i) PSE Na “toes © Steamship Lines ang 
—for | rr t A iene ne Bi iii) |. if *“ Shipyards i: 
10th 5 Ne mee | ED) Tio Sores i / ft ‘? 14 * Railway Systems _ 
sar = Poscathaiers wn ‘ . ag ee 
ine A | N wa a a it! rage ® Airlines -- 
ae “ be : © mons ne ' F _ - d ieee 
— eer ste Fi & Z . 4 . 
LZ [ses 4 ; it i ~ ee € Office and Public Buildings a 
29. : LON peop Fa het te | ' | ‘. 
25.6 ee INS . ms Ht at 1 ¢ Welt bd YMCA $ and Yweoa 's / 4 
36.2 fe £ ah : 32 ey} iad tog / e City and Country Clubs : 
. 24. 7 ay eas of eh jot ae Facing ve ' 
22.4 J 1 Ip =} ie eine *, "Ney, J ‘7. oe r ee e Utilities ip 
"99. te " ek a gc te ; ; as TF ie eS 
pe Alt athe i 6 ee ons nee |e as  / 7 Architects, Engineer, | 
1 ~~ ‘ f oe ~ rs Fal. x , 7 4 
214 feeeaare Vt Bee, =A oy ee lea ae BS Decorato,. and Des;.' | 
- 20.5 "ir led : ‘ey ¢ A \| “ \ 2 \ te ad rr, +7 = ‘ 5 c s 9ners 
- 4 ite Te +" ae -< eae? “> »/ ; in a * ; » he - . * 
20. a Ais Fe een | aml Ge ad [0 a Ariny, Navy and | 
.18.6 cae er Mans, . -— -_ a ed PY j 
r: a beta) + egatteas ll 7 Bee. | Covernmen, Institution, = gf 
ny oe ' c MP emt id > : ~ SS es ~ x j rf tp 
re ae y) ie; te 33\ 0, x Jug (on ge aS 7 @ Jobber Ss, Dealer, and | 
own tae nip: o , ag. 4 fa / ~ ae ca an Distributor. e 
up : 4 : ; - Be eS le wa i. he ; = ~ ‘a : ye, re) eo - 
oY SSS Wifes - et meas. #558 | ~ G © Other Institution, = 
a 4 Flags — f ' *, : . 7s — ’ ee e: “> .s a, , y . : Ee 
4 i = ime pp me 4 — a p = “a f Ya ; a 
=o = 2? nn ks alk l ~ om ,- 5 f a RIP“ i ; (Was . Buying ond $Petitying factors from Owners ; be ts 
pp a ~ Sew 2 BY a — tad *k& d us} re ne iis b Fi y } 2 at F / J. 'Ctitians and from wh etintendenr, to chiet we - : 
ork, be ‘a eater] Re 1° “ia fi i hal } ce ih kaa} ‘ InsriniePend “PON the information ©Ontained 7 
ned x a " iy 4 4 2, Z =p eo) aN ] =a Uj j Ae x a , ee ~ 7 ag a chases of atc ae DIRECTORY for thei, Pur. : 
neat — ad & KL) mS : : _ a = = Y == a Products ond Mey weg, SUPDlies and aij othe, . 
4 a) i f= f Lee aie be. SQ — _ a we AK mess-housing oF indvegctein the onseaina and Poe 
sing if rot = iF EF A ae Y 1 = == ~ “7 ~~ i yl s ’ institutions, bie pall Z i 
he ae ~— “AR RS Llnmf | im — . ie 7 , 7 4 ; i“, 
pels nan ee eal =f 
in- e 
rest pi 
of- ae 
=: eo j 
CONTE = : 
cess] 
vs LL ¥IU ‘ 
‘ CATALOG DIRECTORY my 
| Een ten | 
ANNUAL RSS } 
| EDITiOw Soe y) 
ee - : 
: l ee — , op , y ‘ 
«< 
— 2 
— . a 


2 Buy New NRI Reports 


Don Lee Broadcasting System 
and Columbia Broadcasting Sys- 
tem have subscribed to the Nielsen 
Radio Index reports on Pacific 
Coast networks and the Los An- 
geles station area, which will be- 
gin in April. 

Highfield Appointed 

William Highfield, formerly in 


charge of sales promotion in the 
agency field service department of 


Northwestern National Life In- 
surance Company, has been ap- 
pointed director of sales promo- 
tion of Loyal Protective Life In- 
surance Company, Boston. 


Rand McNally Elects 


Andrew McNally III has been 
elected president of Rand Mc- 
Nally & Co., Chicago, publisher 
and map maker. He succeeds his 
father, Andrew McNally, who has 
been made chairman of the board. 


TOP STATION | 
“BOTH in Vancouver 


cKNW 


and « MEW WESTMINSTER 


Retail Linage 
in ‘47 Rose Each 
Month Over 1946 


New YorK—Following an analy- 
sis of Media Records’ 52-city re- 
port of newspaper retail linage, 
John Giesen of the ANPA Bureau 
of Advertising declared the record 
breaking figures show an average 
gain of about 14,000,000 lines in 
each month of ’47 over the same 
month of 1946. 

In spite of the rise in retail 
linage, “the percentage of total 
1947 retail linage accounted for 
by each month of the year fol- 
lowed closely the figures typical 
of prewar 1939 and of 1946,” he 


|emphasized, indicating consistent 
‘ad and buying patterns. 

“Despite the newsprint short- 
age,” the director of the bureau’s 
retail division declared, “news- 
papers are more than holding their 
own.” 

Department store newspaper ad- 
vertising passed that of all pre- 
vious years, rising 12.4% above 
the 1946 level to reach 427,512,- 
988 lines. 

Total retail linage rose 16.1% 
over 1946. Total 1947 figure was 
1,729,713,225 lines. 


To Woodard & Fris 


Woodard & Fris, Albany, has 
been appointed to direct the ad- 
vertising of Frank H. Adams, Al- 
bany jeweler, and Capital District 
Fish Dealers’ Association. 


Milwaukee in 1 


CENSUS OF THE MARKET BY THE MILWAUKEE 


Here is a quick picture of the basic marketing facts for 
1948 Milwaukee*, the great. expansion since 1940, and reli- 


able yardsticks to help you measure 1948 sales potentials— 


Population 
Families . . Ks 
Occupied Dwelling Units 
Residence Electric Meters . 
Residence Telephones 
Employed Persons . ; 
Factory Wage Riis oe 
Factory Wage Earner Weekly Payroll 
Retail Sales .... 
Department Store Index, 
Journal Circulation 
City Zone Circulation 
Home Coverage ... 


1948 
860,313 
255,704 
238,976 
211,345 
168,293 
359,000 273,000 
150,358 105,200 
$9, 236,000 $3,095,000 
$1 Billion $344 Million 
311 110 
315,428 249,843 
233,269 167,832 
96% 80% 


1940 
766,885 
215,665 
209,682 
188,691 

99,895 


$676 


*All figures are for Milwaukee county, which is practically the same as the ABC City 
Zone and the metropolitan area. 


$6,141,000 


93,428 
40,039 
29,294 
22,654 
68,398 
86,000 
45,158 


Million 

183% 
65,585 
65,437 


Average spending power 


per 


family is higher in Milwaukee than in any 


other city of 500,000 or more population, 


according to Sales Management Survey of 


Buying Power. And only The Journal is big 


enough to do the big 1948 advertising job in 


Milwaukee—big enough to reach old families 


and new families, old earners and new earn- 


ers, big spenders and little spenders, 96% of 


the entire metropolitan market. 


The 


MILWAUKEE 
JOURNAL 


Advertising Age, March 8, 1948 


Macfadden Charges 
Dell with Unfair 
Action on ‘Sport’ 


New York — Macfadden Pub- 
lications announced last week that 
it had instituted an action against 
Dell Publishing Company in New 
York supreme court, charging De!] 
with unfair competition with Mac- 
fadden’s Sport by publishing a 
quarterly Sports Album. 

Macfadden charges that the Del] 
periodical has been deliberately 
designed to take advantage of 
Sport’s acceptance, and that the 
method of display on newsstands 
has caused and will cause con- 
| fusion in the minds of distributors 
and the reading public. 

_ The company asks an injunction 
| against Dell and an accounting of 
_the income of the defendant from 
Sports Album. The suit was filed 
|in February. 

| O. J. Elder, president of Mac- 
'fadden and publisher of Sport, 
isaid in a statement that Sport 
|/was an original conception, that 
the company bought the title in 
1946, that months were spent in 
developing the format and “sub- 
'stantial sums have been spent in 
promoting the magazine to the 
| American public. We do not in- 
tend, if we can help it, to have 
any publisher ride along on our 
| coat tails.” 

| Macfadden launched Sport in 
| August, 1946, with an _ original 
circulation guarantee of 200,000, 
and now says that its present 
‘circulation is nearly 600,000. 


Dell Tells Position 


A spokesman for Dell said the 
Sports Album—which went on the 
stands early in February—‘“merely 
rounds out our line.” Similar 
quarterly albums are published 
in the screen and radio fields. 
Sports Album, the spokesman 
said, carries no advertising and 
has no circulation guarantee. 

Milton Handler, 50 Broadway, 
is attorney for Dell. He told AA 
Dell has filed no answer to the 
complaint, but has merely filed a 
motion to dismiss the complaint. 
Mr. Handler defined the motion 
as “technical” and aimed at resist- 
ing Macfadden’s claim to the 
word “sports,” which Dell con- 
tends is available to anyone. 

The court is expected to take 
action on the motion today (March 
8), and depending on its decision 
will be the filing of an answer by 
Dell and further litigation. 


Promotes Air Coolers 


Utility Appliance Corporation, 
Los Angeles, has plans for a 
newspaper, magazine and radio 
campaign this spring featuring 
“Guarantee Air Delivery” from 
Utility air coolers. Newspaper ad- 
vertising, starting this month in 
southern California and Arizona, 
will be extended to all of the 
company’s markets. Regional pub- 
lications will be used starting in 
April, supplemented by spot radio, 
point-of-sale displays and direct 
mail. The Los Angeles office of 
West-Marquis handles the a 
count. 


—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 
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among all newspapers 


in advertising volume 


During 1947, The Indianapolis Star published 25,984,400" 
lines of paid advertising—a gain of 5,233,960" lines over 
the preceding year. 


*Media Records 


The Kelly-Smith Company, National Representatives 
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{tion plan one of our most valuable | 


Oil Heating Ads ‘Mortimer Praises | 
Up 234% in ‘47 | | be gt gg 


a. a - | 
For the fifth consecutive yd Radio S Public “more than 180 network and na- | 
newspapers lead all other media| tional spot advertisers who spon- | 


for oil burner advertising. Oil | Service Activity ‘scr over 300 programs carry pub- 


a re —, PR cing | in| hake York — Charles G. Mort- | lic — ee ates pM, ed 
1947 as compared with 1946, ac-|imer Jr., vice-president of Scnedule as requested Dy | 
cording to a survey recently com-| General Foods Corporation, last) cil. In addition, the networks | 
pleted by Fueloil & Oil Heat. week recounted the accomplish- Make available nearly 150 sus-_ 
Oil heating advertising in news- | ments of the Advertising Council | taining programs for these mes- 
papers during 1947 amounted to! jn an address before the Radio| Sages and cooperating weekly pro- | 
$294 per dealer, as compared to) /grams are asked to carry an an- 


$126 per dealer in 1946. On the| @*ecutives Club. 


nouncement once every sixth) 


other hand, direct mail decreased | 


Mr. Mortimer, chairman of the 


from $88 per dealer in 1946 to| council, called the group “a revo- 


week. 


| 


At the present time the 


$66 in 1947, and posters from)|lutionary instrument of geese wo ee mar od 
$101 in 1946 to $6 in 1947. Tele-| power for American democracy.” | "°° p : er 
hone directory advertising| ‘ ’ | than 250,000,000 listener impres- 
Pp . | Reviewing the part played by .. h k.” 
slumped from $117 in 1946 to $71 | erential , ti ith sions each week. 
in 1947. Each dealer spent $48 “es _— ws a, ae owe ——--— | 
on radio in 1947. Radio expendi- | Cer media, in public service. 
tures for 1946 were not included campaigns during the past five Form Atlanta Agency | 
in the magazine’s survey. years, he called the radio alloca-| Robert C. Lowe Jr., formerly | 
assistant advertising manager of | 
the Georgia Power Company, At- | 
‘lanta, and John H. Stevens, for- 


2? Who the HELL is 2 | merly advertising manager of the 
He’s an agency head who can show you 3 Auto Ventshade Company, At-| 


Who the HEIL is 


He’s an agency head who will give you 
the clues to big sales opportunities in 
several consumer fields. Keep reading! 


pd ee — | of selling lanta, have organized Lowe & 
eT ee | Stevens, advertising agency, at 697. 
'Spring St., N. W., Atlanta. 


| 


Just write. 


io oT ae Reson. a~ 


Box 692! ertising Age 
100 E. Ohio Street, Chicago I! ’ 


Gen Gh.) «0 5. OO 
100 E. Ohio Street, Chicago I1, Illinois 


e 


| 


everybody reads The Bulletin 


In Philadelphia— nearly 


Evening and Sunday 


KEEPS RECORD—Joe Sunnen, presiden 


+t of Sunnen Products Co., St. Louis, re- 


ceives a scrapbook from Oakleigh R. French, head of Oakleigh R. French & 
Associates, containing the company’s first ad (1928) and congratulatory mes- 


sages. 


Agency and client celebrated at a dinner marking the 20-year associa- 


tion. 


Buffum Perfume, 


Ball Dispenser 
Get Big Push 


ary for advertising the Pipette 
‘were changed after an_ initial 
mail order insertion in the Chi- 
‘cago Tribune brought several 
hundred women trooping to his 
office to buy the item. That test 


Cuicaco — Buffum & Co.’s new | Showed both shop girls and the 


Pipette ball-point perfumer is get-| 


ting strong opening mail order | 
backing, preliminary to later | 
magazine copy putting emphasis 
on sales through dealers. 

The dispenser, filled with a 
“Golden Orchid” perfume which | 
Buffum offers separately at $100 
an ounce, was announced by the 
brokerage company here about a 
month ago (AA, Feb. 2). 

Advertising broke this weekend | 
with a full-page, four-color double | 
coupon ad in The 


American | 
Weekly. Similar copy in two- 


'mink-coat trade interested in a 
“really fine, class-appeal per- 
fume, priced and packaged to 


|mass market requirements,” he 


said. Golden Orchid perfume has 
not been sold in the U. S. pre- 
viously, he declared. 
Learn-Wyly Advertising, 
cago, handles the account. 


Monitor Schedules 
$600,000 Series 


The Monitor Equipment Corpo- 
ration, New York, will spend 
$600,000 advertising home appli- 


Chi- 


color pages will run this month | ances during 1948. The company 


in the Fawcett, Dell, Hillman and 
Ideal women’s groups, and smaller 
space will be used in True Story 
and Macfadden Women’s Group. 


Offers Money Back 


Buffum offers the Pipette, with 
a generous “free sample” of 
Golden Orchid perfume, at $1.49. 


full-ounce bottles of the perfume 


that the perfume is “the world’s 
most expensive.” A money back 
guarantee is featured. 

Frank Buffum, president, told 
AA that original plans last Janu- 


will launch a campaign for the 
| Aerator washer, an apartment- 
| size washing machine, in April in 
|national magazines, including Col- 
| lier’s, Good Housekeeping, Ladies’ 
|Home Journal, The Saturday Eve- 
|ning Post and Woman’s Home 
Companion. Newspapers are be- 
ing considered and The American 
Weekly may be added to the 


_ Also offered are half-dram_ to) schecule. 


| -Monitor, which reported $12,- 


|tributors during 1947, expects to 
reach the $60,000,000 mark dur- 
ing 1948, according to T. K. Quinn, 
president of the company. The 
agency is Buchanan & Co., New 
York. 


CHICAGO 


f 


Fa fy eee | ae re ees ie a ee 2 Oe ee ta ee be ee ate ie Lien Lie ce Yl ce ee ce ie epee Dearie hag Nte Getyar ay ce cen an caine Bae i RT ae er ace a i ur cm eee Mendig teh Ms he SA ak le aa Cth esas gets che Meet -) Ce eee 1 Ar ae ME hy RG See aba og eel g eerge gM y bel eR S/o ik Mee N GIs gph oe RC EG Re ee ey a ee 
ik ee eae peta vee Mon | Vasa bento eri Spar eae ok Geer: Se Sapa REE NT Re Rn Meg ERA RRNA Cea niec Cee uh BORN G CT SE aN Wahi tu ee MS popes eae ee Blea he aera Hae Sate Stas AUT ei Meanie i amacer in Tbe <ccpny cet, cis ar ag my oe ache oe ae aa ee cat he 7 See CN a ea 
Fh tag eae tiiats OS habe ies il Nee al pa yng oi Gy 18 rea Mg Pe di ieale Meare Paaas agen nate tine Wa aed Soper tiat ara ica cNi ee eats. Si iaei 1 i Soman ead te ae fy fants pac tse tye em Mg eed eile eet Se elalely Si Deu eae ee anes ee eu a? Biogen aR 3 
af Uren ee ner as aeace: Ossshm aCe a Cap te ey Deg eacay iy cee Rte CO SE ape mae See tye acy aia cat Eas! AN AiR nee namin ae bee retlaet eer My haar ara pear eC | ent en at Souk STS f pfgaiche Te, NeM EA SS RARE Rape Pa ke, SMe ayo PU ae aS Ae cn cae eR A EY ORE a er AUN Te Tela Reet chpraee f 
SE iets STE timate rat Sng Dac a tery Ae ed ae Sag MN. Se pea ST Ree ee aonig het StL By ars BR eee ects ee IE Ga Pee Mn teen GG sem eghs tarers ee agen ih SNe ne aaree leat Oca a ey ape Be paces Bat as tae heat eter! Salah ae Sue es ia MF eats o 
: Peat tiiag, a : va gunk Com ete es yeah ee oe Nee te anne] ae at Path 5 Aes ee te : : yee ; ; eer ae ok as : aS zit eeu ere ae? yh She dhe eins. |, Sy ME a PEC un 
A = +t oes ‘4 5 F nd - 
: Advertising Age, March 8, 1948 
“—_ ™ ; ‘ * % J A oe oN, 2 
ae be Ste oe og ‘ Se Bees See ug ee en : sae es. rt ae BS 
Bea Bia RE gO P ' i on | ER RRO Rae * . sae 
as Sg | ee es bo eed : gs aie 8 % 
Gea ee ea: Br ‘a Eta Pa net oe ae Be € 
pi ‘ ae ‘e si Rake Se te F i FA 3 
A ‘s vue See See ee Be es 
oe. 3 ” Peet eg RS ae & 3 
‘2. See tee ~~ — Gath Data: FORE > Sie aera § 
ey ee: iM < = eae = ’ one Fe 
‘ \® gt ; a i 
7 eae o. ; % Tee ee * bs : Bi o> 
, we = oo eee F . os ba 
= os § i 4 SN eta. ae : >; ae (ee 
Fis od SR 
we ae 2 Pd Sas ote ee E ee 
Me Larue Se Same cae ‘ - ; se 
ase nee Be ee = R SRE oa s a 4 % thie 
1: ae eam oe iy ok em 
Shee ee ag fC ee f! es o. 
: Rea a Re ot sede sim SBerecue. € te Dp aes 
remem ON NE pe ky ££ Sa. A ee 
a Sa ee eee oe Be Lf See Se" So 
| i ey A Oe Soe era eo, Me a, SBS see see ar Chee 
t age RRR ON ALE es oe a eee eee Poe 
: ee es ef a eer TS com) SM 3 i. bese ee ee a SS 
t ee em Be ae x Simin “dt : a ave mM ig iat Sle es 
' er: ae : es cae 
: RES es. ONE 1 OIE an GRRE OBR 6S Re 
| ea ag Fe ee Re geo * ° a er eke et See 
: Beg. Cg. el ‘ a ie. wee. 
‘, Scr... at ha 3 oe fe 5 BOS a eo 
| RS gt ee . ea eae ae aE we " ae > Nl 
ee yaaa Co . 
pier aero Bee oo v oer, i 
; Pea ne - wa ot Siler ea 
. ewe - : ae he a 
aes ie ; pe Ee 
: oe ee + ae a Roe ee 
. ——_——:. ee >: eRehrkR—k ee eee er --r---—-—-——--------------- ---—-  OOSS*S 
Pe 
| ° 
- 
a 
; 
7 
: 
‘ 
: 
< : 
/ ne ae . ‘ ai P oie 
, Dee NS een Reena Of eRe i 
j se ‘ ag a Mio HE oa te . aa ais eae Bae es eg iets hs " 
ees Aah eee eae a 
may : ' td a ae a1 Mae a iS Se eae -* 
r i a soca MM RC cK ee Sk ee Rae, Shae che ga oa 
A Be a eet bce EF ae i Oy See Bs SS aa eae ’ 
m ? Pee, re pias be i acts ca es we TS ORE Tee oe ue oe ele agiel ok e d l 
F. Bas aaa naa eet ae eS 8 eec canal eae. > oy Nd een te) ao ces 
: eae ae a Pee ss dae cage 6 8 eee eee ea “i eT ay 
‘ . pele oe Ti te Ta BRO ee GRIT ROSE NMG, Sis RRR a RE SaaS eae eGR ria! 
: oe ee Se ee ee i eee ee ee See Oe ae : eke 
‘ Sgn SOM ae iagea poke ee ee ee Fi es B 
a: 2 ee of, ae eam Sie Sere Hse & : Sele See, 
oo ae 8 rk ie : De ee ere a pp of Ss arene 
rae 6 ee ai. TMT Me 5 | iC oR ae ae ig ie 8 ay,  2Saeeeeer ae rs “4 
Pei se as Cae Ie hg 8 ay ee : Shes ee a ee 8 So eae + oey 
: a Sree : Ws ST ag i side te ema os : ze ge we ee 4 Beare Fite 42 phe 
; d NS oh ie.g She oN 1 CGS re a eel cate Ses eS Jf ay gee 5a. See ae ’ 
4 say aa? i Pra ae ray ae ' ect ~ moar Se ike sah fo is es ‘ - ae : a : . 
ar ek i eae ie BU, ~~. Re a i ae 
Rett or ewes oe nn ee ae “oS hee ight 
; Be (aos Gh. a ol — oO =a Cee. ll 
eRe! Seer 0h lF?_— \ ee “a oo) 
eT ee ee ele hes OD Re. m_— a a.lt.!wtlté<‘CS@ ee 
P “ Pin = a EE « ae ge wee : ee Pe i Se: See 
Oo CE ae TER Beak he. ee 5 _ ee ese Pe TS ee : ee Bs +! ae 
Dn cecetnmnee | > Mig Seem S| s ; ‘ Pia) Su... SNE . ; ££ 
4 ray . «, ae a -_— er | ieee NE are eS & : 
: if ee i — di, a ae ee enc ates “ee SS ae 
a ’ Bore rua > ‘ oe CS ; os ae Gr ae era «A aa hg rs “ne =“ 
: 2. a : Sg ee Fe. : bi os, i* te ae a Tie on Be 8 
| {aaa ha. Hi. — le a ae bees aed es ee 
3 woe Ny : Be . SRS a ba aah a avai , ae pe Seti te pete Sees eget REE ee RR Mig. 
3 me eS Ss by Fa oe ay “rr etencomassaeme ee re ra Se Aer Mig Oe ene : co : . » 000,000 in sales from its 60 dis- 
: aa’ eS WPM ae: 59h Foe ge a 2 See cuir fo at $8 to $100. Copy points out a 
, = f& eS wii eS 0 bs ve Btchare 2 eee eee Ne ase is | 
; 2 ee: oe r. Mf) ‘ naa == =e eawrnannatonintiny a Se OSE. ee ar Ry, fi 
* ee # ; See dt - i» mega tTN Re ae 2 a Pe 
ee. C.. — ee tte — 3.) ieee = ~ Vee (hee, i. 
i Ho = ‘ie $i <a . gaa eS 2. i See! ~ a Si 
fp io alg _ — . (oS ee ‘: Pe Dieu e 4 a : : ree ae. ea oa = 7, 
— + oe = ee oe i ee Sf 
—" . <2 Wz; ~ ct fae wt eae 5 % Ae ae am q aes ie Peon ta i: bs ay ~ Bea " 
oe Cidiviiimeed: ons oe ee. 8 seid Se av. i 
er SS ere tens ena See Sy e : Sean sas Soe Rane ae, se : 
a4 e9 oy i — = $ Se Seana aaa ae a. iS eee -  » eae ois ‘ 
- Se Sie ead fs ae = a fc Pee as wer FOS, a.” 0—0Ulté<Ci«‘a SS 
tas — 2 2a e i al eee ae 2 eemiionac penaecensind 3 ey > “nu “3s a : = on 
—— . ‘of 4 ..6hlUC‘(i‘i WC ae c. n 
Behe { Bet % " F ee) ees. . a es cere. Se : a 4 ed i Oe 
‘se a : Site if, ee a : i ae se ha oa WY pe ae 
ae SS a ™ . - oS ae Se sane , Fe es . 
4 * : Bs. —neemcccttns. ey truss Hus TP. 1 ae Press ty ae gs a _ ae { ; 
eS ne SS. . = — =—— é CF Ve ares. “- sf . nee ee ‘ a ae af F ara i ee niaa” eee > ee 
¥ Pai. a, _ 2 ye oa "le, aa ee ae 4 pe Sill. ae i ie 
| - a ihe Bs : ee =“ —— eS a 7 ieeer: g 5) iia. Sh or at I RE Re DN pia as 
aes, Bs ott 3 — .* . 0 % be i me Fi i é a - : Salil sal, al ia 
| ‘3 . ee a <y : ve sg OS i. ve oe Fs ae ae ae ya 
: , ae es © Neate 3 sieonie eek ——- 0 i 4 A ih soa LS ee yee. ee 
z A oo ee a aad a — oe s a ae Ae ae Siege Ce a ; Pisin 47 seg za ~ = 
| ee — j og ae — ‘ = 4 SO ee & Fe Ni oy ca cP PEASE arr ee ee 
| Teg fea }) %, & 2= “Le oo ae 
ihe . - 3 e> ae & =e a | Sai 4 , | 1S. yi Ae ae a ee | aaa, 
ie a —_ a 3 = & eee ae le | bd taal Palys ad a 
a a “rmeminnatoncme fi = je Fre, J " yrs ad ve r ee por Poo 7 Mae! bo 
| ‘ ss * RS 4 rk) « u - a onl rae = F wars Y oe 
i , “eh e aS f J ae - “fhe wa ening Bu < Ve at” ie tom | i ; epee 
=. ae fe Oo ae. oe 3 
trate = Ea a ~ —— en Site. ere v i ‘ 
: Ss & x = a ee — e a ; ee Ww 
—— a . md ane ~ ee Ca. pat 5 ine oe 
a se cal g < : ie or ey 
ee ape | ee ea i See ce Pe 2p oo ee 4 pret ames 
ep LS ae Bra ‘ a 5 —— . 4 é ; mi - iene ae 
ae arte ae ac ae i — . { & ots ot) Seal 3 i 
r me as Rie ae ee ee oe ; ii Bete eS ee 
a oe, 3 RSS Og oe. *. ite RSa Ps. ae Bees Z ee ; tint ac 
a 72 * Se a f e “a Pee — = sue ee = ¥ s me jp 
ore heme > Powe a Be ae | a —— 
re — S-% er > S) tt ” ee eo ; Dy ag > 
= Mey ait ull¢e = i, oy ~~ g | (A a 
a. “pers ea ee ae J 4 . ae P tae — 
, ae a eee ——————— eee oe egse oe SZ Sa = = 
Pe ieee WS teantineninens xa me Ch: ome —— 
| wee Fae : ‘ ia! ' ae , ‘ lie. x 
Se 5 a: ne SF #8 eee mrss i = hs % oa 
Bet oS ee : coor iin to ale = ag i aga 
Sond oe er = i= 
Be ‘ FP wepenat: Fi Say ae : a _ 
2 ‘ i 
. E 
ia a os, 
PO | a a 4r¢ . . | 
eb . Ms 
Po mys a 7 | 
‘ ae. 9 7 3 see ie. i “5 A ea . - 3 H 
sas >: ¥ . ; 
t “ae se me ‘ ' 
5 a: 7A po 
cae “4 GRAVING COMPANY. | 
a re eS ee eS 
; : ‘SRDS: ~~: Aaa al gt 
(e wa Ko i pm pee a Sa Par ce We eee | cele 
ste a ee A ee ae — 
a ° | 
vate < 2 m Wari se = : A ' ‘ oe * ee? & oe a 5 rm + d a a “Mes ¥ 4 : . f 


Be Sh Sha 


Fairchild literally blankets the 
Capitol news-beat with sea- 
soned manpower for complete 
coverage... because Wash- 
ington is a primary source of 
business news. 


Fairchild's Washington News 
Bureau is manned by eleven 
trained reporters under Bureau 
Chief Harry Resseguie. 


Fairchild independently covers Defense procurement 
and contracts, along with Presidential press confer- 
ences ... listens in on FCC radio and television doings 
along with Congress . . . keeps in touch with FTC (trade) 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


how Fairchild covers Washington 


Fairchild Business Papers 

— Serving Big Business 

with a Faster News Tempo... 
The new Fairchild Building 
adds 125,000 feet of 

space to our publishing plant — 
equips us for a better job 

of reader service. 


~ FAIRCHILD BUSINESS PAPERS — SERVING BIG BUSINESS 


and ICC (common carriers) along with the Supreme 
Court... tracks down taxation developments and trade 
studies along with Departments and Agencies... reports 
customs and patents along with trade associations. 


Wherever a business news angle crops up, a Fairchild 
reporter is in there reaching for the brass ring. 


It's a specialized job of journalism, whose implications 
may spread halfway around the world ... for a news 
tip out of Washington may be followed up by Fairchild 
in London, Paris or Tokyo — in an endless foreign and 
domestic quest of all the news. 


Half a million readers look to Fairchild Business Papers 
for Washington background. The news coverage they 
get is fast, authoritative and complete. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Gets Jewelry Account 


Moss & Arnold Company, New 
York, has been appointed to di- 
rect the advertising of Maybaum 
Brothers, New York, manufac- 
turer of diamond and _ pearl 
jewelry. Newspapers, magazines, 
spot radio and cooperative store 
promotions will be used in a cam- 
paign featuring anniversary pearl 
necklaces for children and the 
complete line of Maytree products. 


“That Fellow Sott™ 


Creates the Unusual in 


Advertising that's salabl | 
sound! . —— 
Special or ular assign- 
ments from advertisers and 


agencies. 
Leo P. Bott, Jr. 
64 E. Jackson S CHICAGO 


Revolving Door: 
Borden Talent 
Turnover High 


New Yorx—The Borden Com- 
pany is having quite a time with 
its CBS evening show. The talent 
of this 30-minute program has 
been changed four times within 
the last year. 

Last spring Ginny Simms faded 
and Kenyon & Eckhardt moved in 
to take over these network bil- 
lings from Young & Rubicam. 
“Arthur’s Place,” a frail new com- 
edy session, set as a replacement, 
died in a short 13 weeks. 

K&E’s radio department went 
back into a huddle and built a 


|show around Mark Warnow’s or- 


chestra. Last week Borden of- 
ficials said Mr. Warnow, who was 
hitting a 5.3 Hooperating at the 
end of his 28th week, wouldn’t be 
working for them any more after 
April 7. 

Signed in his stead for the 
Wednesday 9 p.m., EST, spot is a 
Frank Hummert production, fea- 
turing singers Thomas L. Thomas, 
Earl Wrightson and Mary Martha 
Briney. Talent costs for this show 
($5,000 to $7,000) will be about 
the same as those of the Mark 
Warnow program. 


WNLC Names Keegan 


Leo B. Keegan, formerly with 
Station WONS, Hartford, has been 
named commercial manager of 
WNLC and WNLC-FM, New Lon- 
don, Conn. 


Chronicle Station 
Will Join NBC 

Frank E. Mullen, executive 
vice-president of NBC, New York, 
has announced that the television 
station to be constructed by the 
San Francisco Chronicle will affil- 
iate with NBC. The outlet ex- 
pects to be on the air within a 
year. 

Mr. Mullen said that Station 
KNBH, Hollywood, will start tele- 
casting in the late summer. 


Meendsen Promoted 


Fred Meendsen, former man- 
ager of market research for the 
Union Bag & Paper Corporation, 
New York, has been appointed 
sales promotion manager of the 
company. He will be in charge of 
the sales promotion, advertising 
and market research department. 


They spend the most 


where the most is spent 


*NEW YORKER subscribers 


| o-SOGLOwWw 


THE NEW YORKER concentrates 82% of its 316,000 circulation in 


the 41 city-trading areas where most of the retail dollars are spent. 


THE 


NATIONAL 


These 41 areas account for 84% of the nation’s department store 
business. A check of charge accounts shows that NEW YORKER subscribers 


are among the best customers of the stores in 


these 41 rich areas. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 
NEW YORK, 18, N. Y. 


WEEKLY OF 


THE LEABERS AEP 


MARKET 
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Lovable Lion and 


Little Lucy Make 
Advertising Debut 


(Picture on Page 1) 

Cuicaco—If fantasy in illustra- 
tions, rhyming couplets and $500,- 
000 in cash can make a lion a 
lovable beast, by the end of 1948 
Luke the Lovable Lion and Little 
Lucy will rank with America’s 
best-liked trade characters. 

For with a spread in the March 
8 Life, Reid, Murdoch & Co. is 
breaking an unusual brand name 
promotion for its Monarch brand 
label, which appears on some 528 
varieties of bottled, canned and 
packaged food products. 

Monarch products for years 
have had a very dignified, forbid- 
ding, staid old lion on the label, 
suggesting the king of beasts— 
tops in quality idea. 

But with the Life spread, Luke 
the Lovable Lion steps through 
the frame, smiles, cocks his Mon- 
arch’s crown to ‘one side, takes 
the hand of blonde Little Lucy 
and begins his adventures in a 
world of fantasy where mass dis- 
plays of Monarch canned goods 
tower to the clouds, and luscious 


looking field-ripe foods turn into 
heaps of Monarch cans. 


Four-Color Pages to Run 


| Following the Life spread, four- 
color pages will run in Collier’s 
late this month, and in Country 
Gentleman and The Saturday Eve- 
ning Post in April, and on a 
monthly schedule in all four maga- 
zines thereafter. 

Announcement of the drive to 
dealers was made in pages and 
spreads, with copy all in verse, 
in grocery trade publications. The 
trade publication drive also is 
scheduled to continue throughout 
the year in a list of five or six 
periodicals. 

Counter cards and other point- 
of-sale material with the same 
characters and Monarch brand 
rhyming copy have been designed 
to back up the national drive. 

For most of its 96 years, Reid, 
Murdoch & Co. has been a grocery 
wholesaler on a national basis, but 
during the war decided to con- 
centrate on packaging and manu- 
facture of its own Monarch brand 
foods, and now markets exclu- 
sively under its own label. The 
company is a division of Consoli- 
dated Grocers Corporation here. 

The present campaign, created 
by Arthur W. Ramsdell of Weiss 
& Geller, agency for Reid Mur- 


‘doch, is succinctly described by 


James R. Keenan, Reid Murdoch 
president, as “a radical departure 
from the usual food advertising.” 


Caldwell-Baker Agency 
Now Caldwell, Larkin 


Caldwell-Baker Company, In- 


|dianapolis advertising agency, ha: 


been reincorporated as Caldwell, 
Larkin & Co., with Storey M. Lar- 


| kin, vice-president, elected to th: 


S. M. Larkin 


H. C. Caldwell 


board of directors. Ellis J. Baker, 
who with Howard C. Caldwell 
founded the agency in 1922, re- 
signed in 1936 to enter the news- 
paper publishing field. 

| Other officers of the agency are: 
|Earl F. Beam, vice-president and 
‘treasurer; Carl R. Switzer, vice- 
president, and Portia Christian, 
secretary. 
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The Hearst Newspapers publish for the politicians 


A Primer on 
‘laxation 


FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS APRIL 3, 1932 


What is the effect of taxation on incomes? 

To diminish the net income of the individual by 
the exact amount of the tax which the Government 
deducts from his or her income. 

Does this diminish the purchasing power of the 
individual? 

Obviously, to the exact extent that his or her 
income is diminished by the tax. 

What is the effect of this decrease in purchasing 
power on the part of the individuals who constitute 
the community? 

As previously stated any decrease in the pur- 
chasing power of the individuals who constitute the 
community 
... decreases the buying at the shops, 

...decreases employment at the shops, 

... decreases the orders of the shops from the factories, 

...decreases the business of the factories, 

...decreases employment at the factories, 

...decreases the orders of the factories for raw ma- 
terials from the farms and the mines, 

... decreases employment not only among the labor- 
ers, but among the so-called white-collar men 
who transact business and record the transaction 
of business when there is business. 

Then does prosperity depend absolutely upon the 
purchasing power of the individual? 

It does, and the money the individual gives to the 
Government he or she cannot and does not spend in 
buying, or building, or doing any kind of business, 
or giving any kind of employment, except to the 
tax collectors. 
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Today, the Hearst Newspapers still point out that taxes 
are dangerously high. Prices cannot come down as long as 
wages rise and the government continues its heavy pur- 
chases for shipment abroad. 

The only possible relief for the American people and the 
American pocketbook is tax relief. Taxes can be cut. They 
should be cut. And those who oppose cutting them are kicking 
the props from under the American standard of life. 
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U.S. Dignitaries 
to Help Dedicate 
Cuba's Radio City 


Havana—Leading United States 
dignitaries, including representa- 
tives of the advertising, radio and 
motion picture industries, will at- 
tend the dedication ceremonies for 
Cuba’s $3,000,000 Radio City here 
March 13. 

Guests from North America will 
leave LaGuardia Field March 12 
to join delegations from Mexico, 
Argentina, Uruguay, Colombia, 
Venezuela, Puerto Rico and Brazil 
for the opening of Station CMQ’s 
new headquarters. 

Goar Mestre, vice-president of 
the Inter-American Association of 
Broadcasters and president of 
CMQ’s seven-station network, 
said his day’s broadcasting sched- 
ule is made up of live program- 
ming with the exception of one 
hour of recorded music. 

“We have no disc jockeys and 
don’t intend to have them,” said 
Mr. Mestre, who also heads one 


of Cuba’s leading advertising 
agencies. 
Since Mr. Mestre took over 


CMQ three years ago he has grad- 
ually been cutting down on the 
length of commercials. It is esti- 
mated that he has reduced the 
advertising announcements by as 
much as 80%. 

Among the numerous U. S. 
clients of the CMQ network are 
Colgate-Palmolive-Peet Company, 
Coca-Cola Company, B. F. Good- 
rich Tire & Rubber Company, 
Procter & Gamble Company and 


Sterling Drug. 


McDowell Joins Reinhold 


W. J. McDowell, formerly as- 
sistant to the sales manager of 
Crarie Packing Company, mechan- 
ical packing manufacturer, has 
joined Reinhold Publishing Cor- 
poration as sales representative 
of Chemical Engineering Catalog 
and Metal Industries Catalog. He 
will make his headquarters in the 
Chicago office. 


Issues Products File 


American Lumberman & Build- 
ing Products Merchandiser, Chi- 
cago, on April 10 will publish its 
spring, 1948, dealer and jobber 
products file issue, which includes 
a buyers’ directory. It contains 
buying information covering all 
principal products bought, sold and 
used by lumber and _ building 
products merchants. 


POINT-oFr-SALE 


DISPLAY PIECES 


Plastic 
lamination 
gives deep 
color 


perception 
and 

intensifies 
your print 


Eye A ppeal and Lasting Newness 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel 
and hanger attached. Also available in wood 
and imitation wood backgrounds. 


TIES-IN your current magazine advertising 
at your point-of-sale. 


DURABLE—Can be wiped clean with a damp 
cloth. No warping—no curling—no soiling. 


r R 5 t i Mail Your Reprints for FREE 


Samples. 
Complete facilities for fabricating a 
wide variety of point-of-sale displays. 
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j 
Appoints Vern Palen 


Vern W. Palen has been ap- 
pointed executive vice-president 
of Community Relations, Inc., 
New York. He will continue his 
public relations work for the New 
York University College of En- 
gineering. 


Appoints Holley Agency 
House of Kennedy, Inc., Cleve- 
land, manuscript papers and inks, 
has placed its advertising with 
Robert Holley & Co., New York. 


Forest Fire Drive 
Points Out Huge 
Newsprint Losses 


New YorK—Stressing the fact 
that forest fires, caused by care- 
lessness, destroy enough pulp-size 
trees annually to produce 3,250,000 
tons of newsprint, enough to sup- 
ply every newspaper in the United 
States for 12 months, the Adver- 


|tising Council has launched the 


1948 forest fire prevention cam- 
paign. 

Proofsheets of newspaper ads are 
being distributed to all daily and 
weekly papers, headlined “There’s 
no newsprint in burned forest.” 
The ads were prepared in co- 
operation with state and federal 
forest services. Foote, Cone & 
Belding, Los Angeles, is the vol- 
unteer agency, and Russell Z. Eller, 
advertising manager of the Cali- 
fornia Fruit Growers Exchange, is 
coordinator. 
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Bob Hope, Jack Benny and Bing 
Crosby are featured in five of the 
ads, which point out that nine out 
of every 10 forest fires are caused 
by thoughtlessness. 


Names Housekeeper V.P. 


Edward T. Housekeeper, gen- 
eral manager of Pacific Coast op- 
erations of Sherwin-Williams 
Company of California, Oakland, 
also has been named a vice-presi- 
— He joined the company in 
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Advertising Age, March 8, 1948 


Shepherd Promotes Baum 


H. James Baum, assistant to Na- 
than E. Handler, president of 
Shepherd Knit-wear Company, 
New York, has been appointed 
manager of sales, advertising and 
public relations of the company. 


Names Hirshon-Gartield 
Van Baalen-Heillbrun & Co., 
maker, of State O’Maine men’s 
robes, has appointed Hirshon- 
Garfield, New York, to handle its 
advertising. 


Three Join Four A’s 


Frederick, Franz & MacCowan, 
Chicago, Foulke Agency, Minne- 
apolis and Lindsey & Co., Rich- 
mond, have joined the American 
Association of Advertising Agen- 
cies. 


Joins Battenfield 


Robert B. MacRae, formerly 
with Meneough, Martin & Sey- 
mour, has joined Walter E. Batten- 
field Company, Des Moines agency, 
as an account executive. 


Gem Schedules 
Special Sale Ads 
in 175 Dailies 


| New York—“Who Says Prices 
Can’t Come Down?” is the theme 
of the American Safety Razor 
Corporation’s new campaign in 
connection with its Gem blade 
special sale package. The package 
will be sold to consumers for a 
limited period at 12 for 49 cents, 


a saving of 18% or 11 cents per 
package. 

The promotion will appear for 
one month in 450 and 300-line ads 
in 175 newspapers in 154 markets. 
In conjunction with this campaign, 
the Gem blade division of Ameri- 
can Safety Razor is offering $1,500 
in United States savings bonds 
to dealers who cooperate in a 
men’s needs window display con- 
test. The 50-piece display kit is 
being furnished by the company. 

Gem advertising on the “guid- 


Shades of ’33? No, this is a run in reverse—the farmers of 


Mid-America rushing to get their money /n. 


The truth is, they’re loaded. Their crops are bringing record 


yields... 


. selling at high prices. They have far more money 


than they ever had before—and they’ve aways had more than 


farmers elsewhere! 


Where they spend it is partly up to you. Advertise in Capper’s 


Farmer—with its 92% Mid-America circulation—and you influ- 


ence the buying habits of the wealthiest farm families in the 


wealthiest area of the 


country. 


They have confidence in Capper’s Farmer . . . confidence born 


of hundreds of helpful, straightforward Capper’s Farmer ideas 


on better farming and better living. This confidence extends to 
the advertising pages, where these 1,300,000 leading farm 
families look for the products that will carry the ideas through. 


TOPEKA, KANSAS 


11 


|ing eye razor” is now being sched- 
uled in full and two-thirds page 
space in a large list of national 


and sport magazines including 
Field & Stream, Life, Outdoor 
Life, Pic, Sport, Sports Afield, 


The New York Times Magazine, 
The Saturday Evening Post and 
True. 

Federal Advertising Agency 
here handles the account. 


Grey-Rock Names Miller 


Franklin A. Miller, for the past 
15 years sales manager of Grey- 
Rock products of the U. S. As- 
bestos division of Raybestos-Man- 
hatten, Inc., Manheim, Pa., has 
been appointed head of the cor- 
poration’s new department of mar- 
keting and merchandising, with 
headquarters in New York. 


Hackman to Lesser 


Alfred N. Hackman Sons Com- 
pany, New York, has appointed 
Gerald Lesser, Inc., New York, to 
handle advertising for Comfort 
corsets. 


(Advertisement) 


The Business 
Market Is Where 
You Find If 


By Harry Torp, 
Media Director, 
Walter Weir, Inc. 


We’ve all heard too much about 
concentrating on the best buyers. 
Counties representing 80% of all 
production; 10,000 firms account- 
ing for 70% of production; and on 
—and on—and on. 


But wouldn’t your company get 
into real trouble if it neglected 
the last twenty or thirty per cent 
of its gross? 


The sales managers say they 
have to send their men every- 
where nowadays to cover all pros- 
pects. That’s because industry is 
so decentralized and the business 
market so truly nationwide. 


So why should we space buyers 
lightly toss aside that last twenty 
or thirty per cent of your business 
volume? Why should we_ go 
blithely along concentrating only 
on the best counties or the biggest 
corporations? 


That’s why your advertising 
agency will probably offer you the 
mass technique in the business 
market—to go after all the busi- 
ness wherever it is to be found. 


It’s actually economical to go 
after those scattered orders if you 
send your message everywhere— 
if you try to get the understanding 
and good-will of the entire busi- 
ness community. Use the general 
business magazines to get more 
business from 100% of your mar- 
ket! 


The business market is where 
you find it—and these magazines 
help you find it! 

a * + 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of 
America. 


| Four leading general business 
|magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 


Net Paid Circulation B&W Page 
Nation’s Business ..600,000 $3,000 


U.S. News— 
World Report ...... 300,000 2,400 
i. eee 235,000 2,750 


..175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, DBD; C. 


Business Week .. 
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The Problem of Contests and Offers 


Every one connected wilt. the 
advertising and merchandising of 
branded goods knew that the end 
of war shortages in the conveni- 
ence goods field would bring with 
it a plethora of contest and pre- 
mium offers, but it is doubtful if 
even those who have used these 
devices would have believed, a 
year or so ago, that there would 
be as many contests and premium 
offers as there now are. 

Not a week goes by when half 
a dozen major, and innumerable 
smaller contests or premium of- 
fers do not make their appear- 
ance. It is likely that already this 
type of activity has reached a 
level higher than ever before. 

Contests and premiums are shot- 
in-the-arm operations, designed 
to hypo sales curves at an ab- 
normal rate, to steam up lacka- 
daisical sales organizations, ex- 
tend distribution and induce larger 
stocking at wholesale and retail 
levels. When they are well 
thought out and carefully ex- 
ecuted, they perform these func- 
tions and in addition do a quick 
and relatively inexpensive sam- 
pling job. But, like all other 
merchandising operations, they 
are not automatically successful. 

In fact, there are indications 
that the contest and premium of- 
fers of the past year or so have 
not been universally successful. 
Results in some cases have been 
excellent, and in one or two cases 
of which we have heard they have 
exceeded all expectations. But in 
other instances—and our infor- 
mation is that there have been a 
good many such instances—results 


have ranged from “just fair” to} 


“very disappointing.” 


A major portion of the disap- 
pointing results seems quite ob- 
viously to be due to poor plan- 
ning, or poor execution, or a com- 
bination of both. Many advertis- 
ers have more or less rashly 
rushed into contest or premium 
promotions with too little prep- 
aration and too little experience. 
As was to haye been expected, 
they have suffered as a result. 

But what is more important, 
perhaps, is that inefficient or un- 
sound contest operations have had 
a natural tendency to make all 
contest and premium operations 
that much harder to put over. And 
in this area of advertising and 
promotion, as in all other areas, 


the whole field suffers from the/and he with George Skouras, 


eagerness with which advertisers 
play “follow the leader.” 

Contests, premium offers and all 
other merchandising ideas have 
an important and a permanent 
place in the marketing structure. 
They have proved their ability to 
deliver results time after time. 
But, like any other merchandising 
stratagem, they lose some value 
if, in the words of the old song, 
“everybody’s doing it.” 

Just as the effectiveness of the 
cartoon technique tended to di- 
minish when everybody and his 
uncle rushed into cartoon usage, 
so can contest or premium effec- 
tiveness diminish if everybody 
blindly follows the same trend. 

We all know the appropriate 
moral: Don’t do something just 
because the other fellow is doing 
it. Stick to your own devices if 
they are successful; if they aren’t, 
see if you can’t carve out a new 
path that makes you a pioneer 


‘rather than a “me too” man. 


Properties in Dealerships 


The decision of a Chicago jury| ciple as business might like. 


awarding more than a_ million 
dollars to a 
Motors dealer as triple damages 
for the loss of his new car fran- 
chise has undoubtedly caused 
great interest—and no little con- 
cern—to companies which operate 
exclusive dealerships. It could 
have far-reaching effects on the 
whole field of distribution. 

The case will undoubtedly be 
appealed to a higher court, as a 
result of which some basic law 
should be written in a field which 
is not too clearly defined, al- 
though the case in question seems 
to hinge so much on matters of 
fact that the ultimate decision 
may not be as clear cut in prin- 


One thing becomes obvious, 


former General | however. There are property 


rights—and very important ones 


Get on Board 

The Friendship Train, that re- 
markable demonstration of char- 
ity and understanding, is now a 
thing of the past. Its success 
staggered the sponsors and public, 
and was one of the brightest spots 
in the news for weeks. 

In review, one of the facets 
which was missed, it seems to the 
Ad-Libber, was the contribution 
of the motion picture industry to 
the train. No other industry has 
the facilities, both in metropolitan 
areas and in the grass roots, to 
turn on the full heat of the pro- 
motional furnace. 

Ifthe idea was spur-of-the- 
moment with its originator, Drew 
Pearson, the implementation was 
precise and rapid. Harry M. War- 


| 


ner, president of Warner Bros., 
was chairman of the committee, 


theater magnate, made the con- 
tacts with the Association of 
American Railroads and the 
steamship lines. 

The plan called for the train to 
leave Los Angeles less than two 
weeks from the time the campaign 
started. Warner’s publicity or- 
ganization and L. A. municipal 
authorities had the ball rolling; as 
soon as the schedule of stops was 
set, the chief executive of each 
municipality got a complete pro- 
motional and collection outline, 
and field public relations men 
contacted newspapers as well as 
newsreels. The Skouras brothers 
lent Dick Dickson to act as di- 
rector of the train. 

Press Pullmans were arranged 
on the train, and Warner Bros.’ 
New York office had special press 
headquarters; in cooperation with 
ABC, Hollywood stars launched 
the train Nov. 7. 

Warner’s New York and Holly- 
wood offices sent out several hun- 
dred picture layout ideas for local 
train committees, and the New 
York office handled inquiries from 
business and civic organizations, 
labor groups and others who 
wished to participate in the cam- 


paign. 

Blaine-Thompson Company, 
Warner’s agency, got Reuben H. 
Donnelley Corp. to handle receipt 


—in the distribution of a product | of cash contributions which were | 
as well as in the manufacture or |Sent c/o Postmaster, New York. 


production of that product. Fran- 
chises to distributors and dealers 
are exactly that, with recognized 
monetary value. 


It behooves every manufacturer | and executives of Ward Baking, 


| 


Warner itself received nearly 
$15,000 in cash, with which it) 
bought bulk commodities through | 
a committee headed by New 
York’s city market commissioner 


—and for that matter, every dis- | National Biscuit and General Mills. | 


tributor and dealer—to take a 


In Europe, Warner representa- 


| two 


| Heaven 


could talk about with pride. War- 
ner Bros. elected to keep their 
part almost anonymous, as did 
Reuben H. Donnelley. It was also 
a job done largely without benefit 
of advertising, except as individ- 
ual advertisers tied in with the 
campaign. The main burden fell 
on publicity and promotion, via 
newspapers, radio and newsreels. 

The Advertising Council, in one 
report of the activity, receives 
slight regard. The report notes 
“The Advertising Council has been 
mistakenly credited with an im- 
portant role,” and again “the best 
way to handle a quick, battle- 
against-time campaign .. . is to 
use an individual publicity and 
promotional organization which 
has the know-how, the cohesive- 
ness and the organization and con- 
tacts. To have gone through 
established channels of group en- 
deavor such as the Advertising 
Council would have taken weeks 
or months.” 

Without passing on the justice 
of the comment, it ought to be 
said that the Friendship Train 
demonstrates the promotional skill 
of an industry which frequently 
finds itself under criticism. In a 
situation which required fast judg- 
ment, planning and action, War- 
ner Bros. and the cooperating mo- 
tion picture companies, as well as 
the railroads and steamship lines, 
did a superlative job. 


Jottings 

Hollywood Rogue Sportswear 
Corporation has a new shirt called 
the Deserteer, which is certainly 
going to worry a lot of ex-MPs 
until they re-read it... 

And we haven’t read any. copy 
in a long time so devoid of punch 
as these two lines, which consti- 
tuted the entire text: “Clare Pot- 
ter lounging pajamas with an in- 
teresting scarf neckline. Soft 
draping Crepe Beguile is a 
Bloomsburg fabric woven with 
Enka Rayon.” .. 

You may not know that Stand- 
ard Brands has an archives divi- 
co ae 

The Tribune, Hastings, Neb., 
recalls in a house ad that “Two 


Million Americans Have Never | 


Seen An Elephant,” links it up 
with the 2,000,000 persons born 


-each year, and explains the ever- 


unfolding market... 

The New Canaan Advertiser has 
slogans on its masthead, 
“Printed in ‘The Next Station to 
>” and “Grow or Go.” . 

And, if you’ve missed him, the 
Johnnie Walker rubber statuette 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 


No. 3012. Here’s Where You Get 
Buying Action. 

| Bakers Weekly has issued this 
brochure, which announces a new 
service—its 1948-49 “Baking In- 
dustry Buyers’ Guide - Catalog.” 
Specimen pages are shown, with 
data on its size, contents and dis- 
tribution. 


No. 3013. Where Mass Is Class. 


An analysis of Midwest Farm 
Paper Unit subscribers based on 
tabulations made by the U. §S. 
Census Bureau from the 1945 
Census of Agriculture is contained 
in this brochure, issued by the 
Midwest Unit. It presents tabu- 
lations on 7,714 farms in the eight 
midwestern states, with subscrib- 
ers’ names matched with names 
listed in the Census schedules. 


No. 3014. Sports and Hobbies of 
the American Magazine Male 


| Readers. 
| 
Participation in outdoor and in- 


|door games and sports by age 
groups and by city size, and hobby 
interests, by marital status, age 
groups and city size are tabulated 
in this study of its male readers, 
issued by the American Magazine. 


No. 3015. 
Mighty. 
Forbes Magazine has issued this 
brochure, which illustrates Forbes’ 
influence with top executives. It 
shows particularly the coverage 
given to the magazine’s 30th anni- 
versary banquet for the men se- 
lected as “today’s 50 foremost 
business leaders.” 


Power to Move the 


No. 3016. A Report on Newspa- 
per Advertising from Fort 
Wayne, Ind. 

The Fort Wayne News-Sentinel 
has issued this folder, which re- 
ports on 1947 advertising of vari- 
ous classifications in Fort Wayne 
newspapers. 


No. 3017. Latin America, New 
Frontier of the Soft Drink In- 
dustry. 

The market for soft drinks in 
Latin America is shown in this 
folder, issued by El Embotellador. 
Economic statistics are shown, by 
country, with information on the 
publication’s readership and circu- 
lation. 


No. 3018. Circulation Breakdown 
by Counties. 

Popular Fiction Group has is- 
sued this analysis based on issues 
for February, 1947, showing circu- 
lation figures for the 3,074 coun- 
ties in the U. S. Available for use 
with it is the recent Stewart, Dou- 
gall report on the Popular Fiction 
Group’s 12,750,000 readers. 


|\No. 2967. Annual Report Adver- 
tising. 

| The subtitle of this brochure, 
issued by the New York Times, is 
'“How companies like your own 
|put [annual report advertising] to 
|work to make shareholders, em- 
_ployes and customers into under- 


‘| standing friends and supporters. 


|Examples of ads used by numer- 
|ous companies are reproduced. 
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can be little or no room for legal| 44 was a pretty magnificent job, | 


dispute when they are abrogated. | and one a number of companies | 


is back, after a wartime ab-| 
sence. . . | No. 2941. Spotlight on Sales. 
And _ stockholders of Cudahy! The American Home Spotlight 


Packing Company have been sent of the Month, the publication’s de- 
samples of Old Dutch cleanser|partment store merchandising 


|and Delrich E-Z Color-Pak Mar-| plan, gets the spot with examples 


garine, by order of the board of and illustrations of its use in this 
directors. . . ‘brochure. 
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OUT-OF-DATE 
“FIGURES” 
TAKE YOU WIDE 
OF YOUR MARK! 


You need today’s facts 
and figures on Philadelphia... 
America’s 3rd Market! 


weap 


Sales ammunition must be based on today’s data. 

If you are aiming for bigger volume in Philadelphia, 
keep your eye on these vital factors. 

THE INQUIRER is first in advertising... 

tops in PRODUCTIVITY ! 


THE PHILADELPHIA INQUIRER in 1947 carried more 
than 28 million lines of advertising—largest volume ever 


published by any Philadelphia Newspaper at any time. 


NOW IN ITS 15TH YEAR OF ADVERTISING LEADERSHIP 
IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives 
ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 
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ToniNighttime 
Show Gets CBS 
Thursday Spot 


Cuicaco — Toni Company has 
purchased the Thursday 9:30-10 
p.m., EST, time slot on Columbia 
Broadcasting System for its long- 
planned but still-undecided eve-| 
ning radio program. Anchor- 
Hocking Glass Corporation’s 
“Crime Photographer” has occu-| 
pied the time period. 

The show —name and star of 
which were not picked late last 
week—will be the fifth for the 
nation’s leading maker of home 
permanent waves and will raise 
Toni’s annual radio expenditure 
to about $5,000,000 and its total 
budget to $7,000,000. The new 
show will cost about $1,000,000 a 
year for time and talent. It will 
start April 1. 

Toni—a division of Gillette 
Safety Razor Company since Jan- 
uary—has four other shows, one 
on CBS, two on ABC and one on 
NBC. All are daytime shows. 
They are: 

“Give and Take,” Saturdays at 
2 p.m., EST, on Columbia; the first 
morning quarter hour of “Break- 
fast Club” on ABC and part of 
“Ladies Be Seated” on ABC at 3 
p.m., both five times weekly; and 
“This Is Nora Drake,” heard on 
NBC at 11-11:15 a.m., Monday 
through Friday. 

Foote, Cone & Belding here han- 
dles the advertising of Toni home 
permanent waves and Toni Creme 
shampoo. 


AT&T Speeds Up 
Its Plans for 
Coaxial Cable 


| 
New York—Midwest television | 


| 


stations may be joined by the East 
Coast networks this year if the 
American Telephone & Telegraph 
Company coaxial cable is installed 
on schedule. Previously, company 
announcements indicated that the | 
coaxial cable would be equipped | 
for video use “shortly after the | 
end of 1948.” 

Bartlett Miller, vice-president | 
of AT&T, also promised an accel-| 
erated schedule for midwestern 
channels, with Buffalo and St. | 
Louis to be linked by the 1948 
football season. 

The two channels, now used ex-_ 
perimentally between New York | 
and Washington, will be supple- | 
mented by two more in time for | 
the national political conventions | 
in Philadelphia in June. 

AT&T withdrew its requested | 
$40 per circuit mile per week rates | 


For extra fine 
offset printing | 
© wie. 

call Whitehall 5957 | 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall! 5957 


for television use of the coaxial| metropolitan area. The product, : 

cable last spring. The company has | which is replacing fresh AE ai-| Birds Eye Starts 
been instructed by the FCC to|ready has been introduced in the - 

begin operating the link commer- | Southeast and Philadelphia areas. | First Contest 

cially May 1. AT&T is expected Distribution and advertising will | New YorkK—The Birds Eye- 


: oe -.. | be expanded. J. Walter Thomp- | ‘ ap 
to file with the commission within | ve Gains is the agency. P |Snider division of General Foods 
a few weeks. 


inhi Corporation launched its first con- 
———_—_—— |sumer contest in its 17-year his- 
Schedules NY Drive 
Standard Brands, Inc., New 


N os Powell-Grant ‘tory last week, on behalf of frozen 
wdc to tg ety ap a ha ye peaches. 
Cleveland, has been appointed to | ; 
York, has scheduled newspapers | handle the advertising of the De- | The ee year, B omg a 
and radio participation shows to|troit Music Hall and its related |PTZ¢s, W! meer rom san te 
introduce Fleischmann’s fast ris- April 10, and will be promoted by 
ing dry yeast in the New York 


activities including “Musical Di- : : 
gest.” 1,000-line ads in newspapers of a 
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number of cities, plus spot radio, 
hitch-hikes and special commer. 
cials on other shows. 

Contestants are asked to com- 
plete an “I serve Birdseye be- 
cause .. .” sentence, with R. H. 
Donnelley Corporation judging the 
contest. Young & Rubicam han- 
dles the account. 


Cabbot & Coffman Moves 

Cabbot & Coffman, Pittsburgh 
agency, has moved to larger quar- 
ters in the Clark building. 


N 


oe ONE NETWORK has what it takes to influence the 5% billion dollar 
outside market on the Pacific Coast (the area outside the metropoli- 


tan trading areas of the cities regularly surveyed by C. E. Hooper: Los 
Angeles, San Francisco, Oakland, San Diego, Portland, Seattle and Spo- 
kane). That network is Don Lee, and what it has are 44 local stations, 


two and three times as many stations as any of the other Pacific Coast 


networks. « Pacific Coast radio is different. Because most markets on 


THOMAS S. LEE, Pres. * LEWIS ALLEN WEISS, Vice-Pres., Gen. Mgr. © SYDNEY GAYNOR, Gen. Sales Mg 


The Nation’s Greatest Regional Network 
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Fishing and Poker 
Still Top List 
for Men’‘s Play 


New YorK — Going fishing and 
playing poker are still man’s fa- 
vorite outdoor sport and indoor 
recreation, respectively, according 
to a nationwide survey recently 
conducted by the American Maga- 
-ine among its male readers. 


barrier when it comes to fishing 
or playing cards, but in practi- 
cally every other sport or game, 
with boating the exception, the 
extent of a‘man’s participation 
varies with age. 

Indoors, card playing got the 
vote of 83% of the American male 
|Teaders while 39% said fishing 


|'was their favorite outdoor sport. | —_—_—__—__—_— 
Poker, getting 53% of the votes! Names Frank Steel 
from persons under 36, and 41% | 
from older men, outranks bridge, | 


tively, in card playing popularity. | 

Gardening, woodworking and/| 
photography, in the order named, 
are the big three among men’s | 
hobbies, and together account for 
about seven-tenths of all hobbies | 
mentioned by male readers in the 
hobby survey also conducted by 
American. 


Frank R. Steel has been named. 
technical and merchandising coun- | 


The study reveals that age is no| which polled 26 and 43%, respec- sel of Outdoorsman, Chicago. | 
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|tion, newly formed and to consist 
‘eventually of 25 paint manufac- 
|turers operating nen - competi- 
tively in various areas, will cover 


to Stress Ancient variou ; 
Symbol of Paint = titionally to promote the quality 


Cuicaco—The paint guild of the | of companies products. 
10th century, somewhat stream-| Ads will stress the Duron seal 


Duron Association 


‘lined, will be stressed in adver-|of merit and the development of 


tising by a group of middle-sized | the medieval paint guilds into the 
independent paint manufacturers. | modern Duron association. Point- 

George W. Householder, presi- | of-sale materials, radio scripts, 
dent of Duron Paint Association, Outdoor posters and mats for 


has announced that the associa- | "€wspaper use will be furnished 
‘to dealers. Trade publications 


aetmeaatiaend 


— ee, 


the Pacific Coast are surrounded by high mountains, reliable long range 


reception is impossible. Here people listen to their own local network 


station, are influenced by their own local network station, within their 


own trading area. Remember: a C. E. Hooper 276,019 coincidental tele- 


phone survey proves only Don Lee completely covers the outside (as well 


as the inside) Pacific Coast market. More than 9 out of every 10 radio 


families on the Pacific Coast live within 25 miles of a Don Lee station. 


5515 MELROSE AVE., HOLLYWOOD 38, CAL. * Represented Nationally by John Blair & Company 


also will be used. 
Davis - Fisher - Kayne, Chicago, 
is the agency. 


To Schwimmer & Scott 


Sta-Rite Ginnie Lou, Inc., Shel- 
byville, Ill., manufacturer of Sta- 
Rite Bead -Ettes, and Sta - Rite 
bobby pins, hair pins and wave set 
pins, has named Schwimmer & 
Scott, Chicago, to handle its ad- 
vertising. A spot announcement 
campaign will be launched soon 
in Chicago, Los Angeles and New 
York. 


f.W. 


MAGAZINE 


FOREIGN SERVICE ts 
100% Home Delivered! 


Yes, every copy of Foreign Service 
the 


means 


veteran’s 
that 


into 
This 
1,300,000 copies hit home with your 


goes directly 


family circle. 
sales message*—Be sure of selling 
the veteran market by advertising 
in FOREIGN SERVICE . . . the 


veterans’ own magazine! 


‘Daniel Starch Survey 1947 (A. 


Feb. 1948). 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 


need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


Published by ay 


VETERANS OF FOREIGN WARS 
pa OF THE U.S. 
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Business Paper 
2-Month Volume 
Gains Minutely 


Cxuicaco—Business paper adver- 
tising volume in February de- 
clined 0.5%, and for the first two 
months this year the publications’ 
volume is up 0.1%—or 43 pages 
out of more than 50,000. 

Industrial Marketing’s monthly 
tabulation of business paper ad- 
vertising shows a total of 26,286 
pages last month, 145 fewer than 
the 26,431 in February, 1947. In 
the first two months this year, 235 
publications carried 53,623 pages, 
up 43 pages from 53,580 in Janu- 
ary and February last year. 

Industrial publications last 
month carried 16,505 pages, up 
0.5% from 16,416 a year earlier. 
These 138 publications’ two-month 
total is 32,830 pages, up 0.5% from 
32,662. Fifty-three trade publica- 
tions carried 6,250 pages in Feb- 
ruary and 13,201 in two months, 
2.4% less than the 6,402 of Febru- 
ary last year and 0.4% less than 
the 13,251 pages in January-Feb- 
ruary, 1947. 

Twenty-seven class publications 
last month carried 2,385 pages, off 
3.4% from the 2,469 of February, 


No. 1 Publication 
In a No. 1 Market 


woopdD 


FOR DETAILED 
REFERENCE DATA 


Industrial 
MARKET 
DATA BOOK 


| 1947. In two months they carried | 


4, 604, off 2% from 4,696 last year. 
‘Seventeen export publications 
carried 1,176 in February, up 3.1% 
|from 1,144; their two-month total 


year. 


AFA Grants Charter; 
Two New Adclubs Formed 


The Advertising Federation of 
America has granted a charter of 
membership to the newly organ- 
ized Nashville Advertising Fed- 
eration. Officers are: President, 
F. C. Sowell, Station WLAC, and 
secretary, Evelyn Polk Norton, 
Joy Floral Company. 

New. advertising: clubs have 
been formed in Fort Wayne, Ind., 
and in Flint, Mich. The Fort 
Wayne Advertising Club has elect- 
ed Chester Leopold, advertising 
manager of Wolf & Dessauer, as 
its first president, and the Flint 
Adcraft Club has elected Thurston 
Smith Jenkins, head of Thurston 
Smith Jenkins, Advertising. Both 
organizations have voted to apply 
for membership in the AFA. 


Launches Candy Drive 


Imperial Candy Company, Se- 
attle, is using copy twice a week 
in 53 dailies of the Pacific North- 
west for its line of Societe candies, 
including boxed chocolates, bars 
and a newly packaged line in 
heat-sealed cellophane bags. Pa- 
cific National Advertising Agency, 
Seattle, handles the account. 


Emmett Agency Moves 


The Toronto office of W. H. 
Emmett (Overseas) Ltd. has 
moved to Suite 101 in the Colony 


building, 53 Yonge St. 


was 2,988, up 0.6% from 2,971 last. 


| 


| Air Transport 


FEBRUARY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without written permission. 


and have standard 7x10-inch type page. 


Industrial Group 
Aero Digest 


American Builder 
American City ........... 
American Machinist 
SPEND . <ktig hha dardcbis ps o's 
American Printer ........ 
Analytical Chemistry 
Architectural Forum 
Architectural Record ..... 
Automotive Industries 
(semi-mo) ........ Dai a 
Aviation Maintenance ae 
Aviation Week .......... 
Bakers’ Helper (bi-w).... 
SEY cald's gas <gdinee'es ss 
Sy Pe ere 
Brewers’ Digest .......... 
Brick & Clay Record...... 
Bus Transportation ...... 
Butane-Propane News .... 
oo — : Se era 
Ceramic Industry ........ 
Chemical & Engineering 
 ®. eae 
Chemical Engineering .... 
Chemical Industries 
Chemical Processing 
OSE ee 
Civil Engineering 
Coal Age 
Commercial Car Journal.. 
Construction Digest (bi-w). 
Construction Methods 
COMIPOOUEE von cece idess.. 
Contractors & Engineers 
Monthly (9%x14) 
Cosgrove’s Magazine 
Bairy Record 
TR eee erie 
Diesel Progress (8%x11).. 
Distribution Age 
Drug & Cosmetic Industry. 
Electric Light & Power... 
Electrical Construction & 
Maintenance 
Electrical South 
Electrical West .......... 
Electrical World (w)..... 
Electronics 


Engineering and Mining 
Ee Pe ee Pee 
Engineering News-Record 
| PART oe ee 


Excavating Engineer ..... 
Factory Management & 
Maintenance ........... 
Fire Engineering 
Fleet Owner 
Food Industries 


Pages 


1948 


*62 
*26 
201 
115 


*| £401 


6 
*134 
89 


*§ 360 
37 


247 

38 
182 
160 


1947 


By every mec 


bit t 


Paul W. Morency, Vice-Pres.—Gen. Mor. 


ba ee 


| 


rr 


WTIC's 50,000 watts represented nationally by Weed & Co. 


Walter Johnson, Assistant Gen. Mgr.—Sis. Mgr. 


' 1948 
i OR Sere *$8112 
Food Processing Preview. . 63 
 ... . RASA rrr ae *205 
ge Serer or eet 45 
Gas Age (bi-w)........... 81 
Heating, iping and Air 

Conditioni ES Ais « phs hain 6 
Heating & Ventilating... . 82 
Ice Cream Review........ 110 
Industrial & Engineering 

5. ere 19 
Industrial Finishing 

CED 5. 0's &-6.6'0:0.0 6-66 6 89 
Industry & Power........ 147 
ER SER ere *519 
Machine Design .......... *224 
Machine Tool Blue Book 

CUED wwe b.n.c cus ae%s 271 
SS oe oe 285 
Manufacturers Record 36 
Marine Engineering & 

Shipping Review ....... 93 
Mass Transportation ..... 38 
Materials & Methods...... 134 
Mechanical Engineering .. 118 
Mechanization ........... 84 
Metal Finishing .......... 70 
DEGGRE TYOSTORE .....25.... 117 
SSP eee 101 
Milk Plant Monthly....... *58 
Mill & Factory........... 215 
Mining & Metallurgy... 25 
Modern Machine Shop 

SRNR e's 6:6 ¥n's a a'e + 285 
Modern Packaging ....... *143 
Modern Plastics .......... *142 
Modern Railroads ........ 85 
National Butter & Cheese 

MND Dies uh ob K 043.9 06> 56 
National Petroleum News 

RE Sree 94 
National Provisioner (w). 147 
National Safety News.. 56 
Oil & Gas Journal (w).... *424 
Operating Engineer ...... 1046 
Organic Finishing ........ ll 
Packaging Parade 

CEE « Soe. we 564.5 45,08 545 
Paper Industry & Paper 

ass 640.443 ond Foss R 


Paper Mill News (w)..... 

Paper Trade Journal (w). og aay 
Petroleum Engineer $143 
Petroleum Processing .... 51 


Petroleum Refiner ....... 154 
«kh fy: See *104 
SN £504 8074006 shi gate 193 
Power Generation ....... 85 
Practical Builder ........ 678 
a! Ee Serre 62°. 
Product Engineering ..... *8265° - 
Production Engineering & i 

Management ........... 78 
Products Finishing 

RIED "6.6% 6 w'b'W 4.0 004.8 83 
Progressive Architecture... 82 
. . . 2 Saray 239 
Quick Frozen Foods & the 

Rapemer PIABt .......60% 51 
Railway Age (w)......... 7188 
Railway Engineering & 

Maintenance ..........- 62 
Railway Mechanical Engi- 

EE. eederdbeseshisecess 112 
Railway Purchases & 

EE Decevin pa danas es a 79 
Railway Signaling ....... 29 
Roads & Streets.......... 80 
BCR PYOUUCE 3... c since *126 


Sewage Works Engineering 19 


SE Cab iss ed Koahape ares 550 
Southern Power & Indus- 

= ere 7 
RES ree *1380 
EE, 50 6.30 tev coe 17 
Telephone Engineer ...... *54 
Telephony (w) ........... *{101 
Textile Industries ........ 182 
... §) . eee 226 
(0 ee *101 
Tool & Die Journal 

EE hs ce uae geo ho 6.4 240 97 
Pere 87 
Traffic World (w)........ 7100 
Water & Sewage Works.. 48 
Water Works Engineering. 1149 
Welding Engineer ........ 60 
West Coast Lumberman.. ‘*117 
Western Canner and 

0 Oo ae *49 
bad anny Construction 

DEN 04); kvl ba Wa wh aie'.s «6 100 
Wood "Consivuction & 

Building Materialist *35 
. Bo. eee *80 
Woodworking Digest 

SED. Gosivicwcry coos *174 
RNS Ferre 1*$8387 
World Petroleum ........ 56 

Perri 16,505 

Trade Group 
Air Conditioning & Re- 

frigeration News (w) 

|) i Se 69 
American Artisan 118 
American Druggist ...... 162 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w) ....... *]142 
Boot & Shoe Recorder 

Eee *217 
Building Supply News.... 116 
Chain Store Age— 

Administration Edition 

Combination ......... 38 

Druggist Edition ....... 91 

General Merchandise— 

Variety Store Edition. 150 

Grocery Edition ....... 103 
Department Store’ Econ- 

CE, badwd oe Ken ccne ds 606 85 
Domestic Engineering .... 17 
Electrical Dealer ........ 66 
Electrical Merchandising 

CUES. deee obs Cadprccees 157 
Electrical Wholesaling ... *98 
Farm Equipment Retailing 89 
Farm Implement News . 

PPR ee ee *) 181 
Fountain Service ......... 51 
Fueloil & Oi] Heat... 105 
So a ee 93 
2. Se 24 
| Hardware Age (bi-w).... [377 
Hatchery Tribune & Feed 

DE a es cdccdceceee 46 
Hosiery & Underwear Re- 
| AMR S Ere Tee eee 132 
Implement Record ....... 74 
Implement & Tractor 

PE) srtagheddeve dass 1193 
i eee 103 
Jewelers’ Circular- 

EE. cota nvageas's 235 
Knit Goods Weekly...... j118 


Unless otherwise noted, all publications are monthlies 


16,416 


63 
101 
175 

*128 
*204 


89 | 


27 
108 


166 


122 | 


1 

Leather & Shoes.......... $77 

Lingerie Merchandising .. 78 78 
Liquor Store & Dispenser. 55 68 
Meat Merchandising ..... 61 71 
DEUEE GUDDRIOD onesies ccice 198 219 
MD ha aN Pet Bary Deke a date ak 1738 147 
AR 107 109 
Motor Service :.......:... 160 159 
NJ io Jeweler) 

CUED. 52640090660 223 294 
National Bottlers’ Gazette. 125 133 
National Furniture Review 71 70 
Office Appliances 

WTR, 40 44% do40404 158 150 
Photographic Trade News. 81 95 
re & Heating Busi- 

GR ecie ah Sah 6% 69 69 
Plumbing & Heating 

PL. Ws Fale weawacess 74 85 
Poultry Supply Dealer. . *33 *44 
Radio & Television Retail- 

Oe sasahs cans skae ess eae 66 q 
Sheet Metal Worker...... 78 68 

thern Automotive 

BN PPP rer 118 $156 
Southern Hardware ...... 123 116 
Sporting Goods Dealer. . 209 234 
ee A 6s gedndnee<h > 70 62 
Super Market Merchandis- 

BE Fibs Kes Secor desis % 117 123 
Syaticsio Store Merchan- 

dizer (4%2x65) ........ 91 107 

WE. bs 4550095 00 08 850% 6,250 6,402 


Class Group 
Advertising Age (w) 


| See 194 197 
American Funeral Director 566 69 
American Hairdresser ... 52 70 
American Restaurant .... 97 99 
Banking (7x10¥;) ........ 718 15 
Chain Store Age—Fountain 

Restaurant Edition .... 34 86 
Cleaning & Laundry 

. OPES Fe 47 7 
| eM ee 111 150 
Fountain Service ........ 51 4] 
Hospital Management .... 75 71 
Hotel Management ...... 91 110 
Hotel Monthly ........... 54 55 
Hotel World-Review (w) 

yA Se *738 *36 
Industrial Marketing .... 83 91 
Journal of the American 

Medical Association *278 *298 
Ee eae *83 *72 
Medical Economics 

ED oy anced s > § 4.6 123 124 
Modern Beauty Shop...... 105 106 
Modern Medicine (semi-mo) 

a eae 148 159 
Modern Theatre £726 £27 
Nation's Schools ......... 85 72 
Oral Hygiene (4 5x7 ;\). 129 153 
Restaurant Management. . 79 84 
Scholastic Coach ......... 89 34 
School Executive — School 

Equipment News ....... 67 63 
School Management 

SUERTE? she debe o des oe 26 30 
What's New in Home Eco- 

0 SEED ae 126 110 

ED Dads sons cea tubes sh 2,385 2,469 

Export Group 
American Automobile 

(overseas edition) ..... 59 40 
American Exporter (two 

editions) ....... ius 861 362 
Automovil Americano wah 73 58 
Caminos y Calles......... 80 7 
Farmaceutico ............ 43 56 
Hacienda (two editions). . 122 121 
ER ieee a 40.449.48 0% 12 15 
Ingenieria Internacional 

Construccion ........... 65 70 
Ingenieria Internacional 

A Ss niewiteda ¢6 bi 100 91 
McGraw-Hill Digest ...... 15 8 
Petroleo Interamericano.. . 58 64 
Pharmacy International .. 20 4 
Revista Aerea Latino- 

UNTIED. kd nasdcccisys 16 21 
Revista eomeye Pee te 97 107 
Revista Rotaria .......... 6 9 
eT ral Hygiene 

TTerT eT TreeTe 37 50 
Textlfes » MIST ES 62 50 
WERE <beiLavweesvecnaes 1,176 1,144 


$Includes special issue. 
*Includes classified advertising. 
Estimated. 

|Last issue estimated. 

y+Last two issues estimated. 
*Last three issues estimated. 
£Two issues. 
‘Three issues. 
tFive issues. 
{As of July, 
World Oil. 

‘Pharmacy International published its 
first edition in June, 1947. 

21947 figures cover both Aviation and 
Aviation News, which were incorporated 
into Aviation Week as of July 7, 1947. 

WOperating Engineer published its first 
reguiar issue January, 1948 

2Does not include ‘advertising in spe- 
cial western section. 

7As of Jan. 1, 1948, Hide & Leather & 
Shoes became Leather & Shoes. 

*Beginning January, 1948, Practical 
Builder changed its type page size to 
7x10 inches. The 1947 figure is converted 
to the new size. 

uAs of January, 1948, Water Works 
Engineering became a _ monthly. The 
1947 figures are based on two issues. 

1Formerly Analytical Edition of / 
dustrial & Engineering Chemistry. 


1947, Oil Weekly became 


oo, Nupak Names Bradley 


159 | 
| account executive of William Kes- 


re 


155 


Richard C. Bradley, formerly an 


ter & Co., Hollywood, has been 
» | appointed general manager 0! 
*\Nupak Corporation, Pasadena, 
|Cal., manufacturer of Rola plas- 


‘1 | tic- cased pipe cleaner and other 


101 
16 | 


431 Set | 
»:|Okonite Names Johnson 


| T. G. Johnson, who has been i! 


products. 


>| the advertising department of th« 


154 


*! | appointed 


296 
121 


| Okonite Company, Passaic, N. J., 
for the past two years, has been 
assistant advertising 
manager of the company, which 
makes insulated wires and cables. 


; 
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2143 136 | 109 | { 
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| 56 62 | 136 | 
3*118 145 | *546 | ee 
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84 69 | | 
‘ 33 30 | 278 | | 
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*44 *84 | 42 | 
$165 134 | i 
110 98 | 126 | 
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*53 *49 | 148 
106 
118 108 75 
‘ 8284 275 79 
*105 *103 128 
106 
94 61 | *57 
164 148 | 27 | 
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127 $137 | *148 | 
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Honeywell Expands 
Ad, Sales Drives; 


Uses 8 Magazines 


Will Stress Moduflow, 
Chronotherm in 35 
Business Papers 


MINNEAPOLIS—In spite of short- 
ages, Minneapolis Honeywell Reg- 
ulator Company has increased its 
peacetime production record to the 
point where a large expansion 
program and stepped-up adver- 
tising-promotion expenditures are 
now in progress. 

Honeywell’s advertising ap- 
propriations are currently run- 
ning over three times the 1936- 
1940 period average and better 
than two and a half times the best 
prewar years. About 50 publica- 
tions will be scheduled in 1948. 

Its sales and advertising organ- 
ization was recently brought up to 
date on the many automatic con- 
trols the company produces at a 
“traveling sales convention” held 
in key U. S. cities. 


Offers Immediate Deliveries 


Many new markets which here- 
tofore have not employed auto- 
matic control devices to any ap- 
preciable extent will be entered 
during 1948. According to Tom 
McDonald, vice-president in 


charge of sales, the company feels | 
that 1948 will be a salesman’s year | 


because “for the first time since 
the war Honeywell is able to offer 


prompt shipment of virtually all. 


its 7,000-plus products.” 
Outstanding among 
Honeywell developments and cer- 
tain to receive promotional em- 
phasis this year are Moduflow au- 
tomatic heating for the home, au- 
tomatic flight equipment for air- 
craft, electronic temperature reg- 
ulation for railway cars, street 
cars and buses, and PHC, person- 
alized heat control for large 
apartment buildings and offices. 
Due to the tight building situa- 
tion, emphasis of the company’s 
advertising will be placed on the 
trade publications, rather than 
through general circulation media, 
although the latter are used. 


Scheduling Explained 
Electronic devices, in addition 
to current electric and pneumatic 
controls, will be introduced dur- 
ing 1948 for domestic and com- 


recent 


mercial heating and air condition-| 


ing. Advertising plans for these 
devices are not completely formu- 
lated at this 
William Walrath Jr., advertising 
manager. 

Meanwhile, Honeywell’s 
engineering and research depart- 


<3 that are ]sT 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private oy | ‘ &% 
reaches over |/3 of the alr- 
orts in the U.S... 
ation, 8,652. 


2. THE MAILBOX 


A direct mail Same me- 
dium devoted to the farmer 


. circu- 


- « » reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas ... 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


large | 


date, according to} 


ments continue to develop and ex- 
pand along new product lines in 
the automatic control field. Ad- 
vertising and promotional efforts 
must, of necessity, lag behind the 
research and technical develop- 
ment stages and for this reason no 
long-range plan for product ad- 
vertising can be made. Honey- 
well’s budgets, paradoxically, are 
planned a year in advance but are 
subject to changes demanded by 
economic conditions, housing, real 
estate, construction, fuel shortages 
and research developments. 

At present, the fuel oil situation 
has directly affected the firm’s ad- 
vertising plans and future sched- 
ules depend on the easing or tight- 
ening up of this situation. 

Honeywell is riding the fuel oil 
shortage crisis with a timely 
schedule of full-page advertise- 
ments appearing in four “home” 
publications and four general 
circulation magazines aimed at 
the consumer, rather than the 
trade. 

The new Chronotherm clock 


thermostat control is being pushed 
in American Home, Better Homes 
& Gardens, Collier’s, House 
Beautiful, House & Garden, News- 
week, The Saturday Evening Post 
and Time. The fuel-saving fea- 
tures of the Chronotherm are em- 
phasized. Copy also tells home 
owners that it is an excellent “re- 
placement” control, to be installed 
“in place of your present ther- 
mostat.” 

Trade publications for the most 
part comprise the bulk of Honey- 
well advertising this year as in 
the past. Heating trade publica- 
tions will get full-page insertions 
for thermostats, thermo controls, 
relays and valves for oils, gas and 
stokers. 


‘Steady Flow’ to Trade 


Stress on installations will be 
made to architects, heating con- 
tractors, industrial plants, hos- 
pitals,s apartment buildings, 
schools, office buildings and tex- 
tile manufacturers through trade 
publications in these fields. 

The PHC heating controls will 


CONTROL — Minneapolis-Honeywell 

Regulator Co. is running two-color ads 

like this in about 35 business papers in 
its record ad campaign this year. 


get continuous promotion, di- 


rected principally at apartment 
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house builders, architects and 
financiers. Insertions will be 
made frequently in 1948 in Archi- 
tectural Forum, where a larze 
share of advertising effort will be 
placed. More than 35 business 
papers will be used. 

Eight or 10 new products wil! 

actually be introduced with ful!- 
seale advertising campaigns back- 
ing them this year. 
_ One of the newest products to 
receive promotional emphasis are 
the Moduflow controls for buses, 
subways and street cars. This rep- 
resents an entirely new market 
for temperature controls. One 
new product planned for intro- 
duction soon is a new-type radia- 
tor valve. 

Consumer advertising is gener- 
ally black-and-white and trade in- 
sertions are two-color. Addison 
Lewis & Associates, Minneapolis 
agency, handles the Minneapolis- 
Honeywell account. 

A repetition policy has been in- 
stituted whereby every three 
months, ad insertions will be re- 
peated in the same media. In this 


* 


What a vast market editorial 
screening gives you for food! 
Proof lies in the fact that the 
Better Homes & Gardens Cook 
Book is one of the ten best 


sellers of all time - 


compet- 


ing even with “Gone With 
The Wind.” It’s today’s big- 
gest selling cook book — and 


tens of 


millions of BH&G’s 


monthly perforated pages have 
been clipped to add to it. 


Match that market for food! 
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way Honeywell hopes to hammer 
home some of its newer controls 
and get both trade and cunsumer 
interest. 

Direct selling methods will be 
employed this year by an addi- 
‘ional sales staff operating in nine 
key U. S. cities to- promote and 
sell Modufiow controls. The cities 
are Chicago, Detroit, Boston, Pitts- 
burgh, Cleveland, Cincinnati, St. 
Louis, Buffalo and Omaha. Direct 
mail campaigns in these cities 
will also be employed to help the 
sales force. 


Staff Increases 


The company’s 1948 field force 
is more than double the prewar 
staff. More than 1,000 salesmen 
are now employed. The 60-year- 
old firm now operates seven fac- 
tories, has forty-six branches, 
maintains four foreign offices and 
employs 10,000 persons. 

Recently Honeywell’s quantity 
discount methods were questioned 
by the FTC. It accused the reg- 
ulator firm of giving quantity dis- 
counts which allegedly gave un- 


burning equipment. 


warranted advantage to larger 
manufacturers of domestic oil 
“Confusion 
and turmoil” throughout industry 
will be the result of the FTC in- 
terpretation of quantity discount 
policies, in the opinion of Harold 
W. Sweatt, Honeywell - Regulator 
president. 

“The order refers to much that 
is ancient history. The sales poli- 
cies falling under the cease and 
desist order were discontinued 
years ago,” Mr. Sweatt said. “The 
interpretation that the FTC has 
put upon the quantity discount 
policies under the Robinson-Pat- 
man Act will certainly cause con- 
fusion and turmoil throughout the 
industry, because of its narrow 
and unrealistic view of almost 
universal pricing policies. How- 
ever, this point can only be set- 
tled ultimately by the courts,” 
said the Honeywell president. 


Weber Appoints Borton 
W. M. Borton, free-lance mar- 

ket analyst, has been named man- 

ager of the market and product 


research division of Weber Show- 
case & Fixture Company, Los An- 
geles, manufacturer of soda foun- 
tain and commercial refrigeration 
equipment. 


Ford Joins Distillers 

Frank Ford, former account ex- 
ecutive of Federal Advertising 
Agency, New York, has joined the 
sales promotion department of the 
National Distillers Products Cor- 
poration, New York. 


Butler Buys KBUN 


Bemidji Broadcasting Company 
has sold Station KBUN, Bemidji, 
Minn., which has been in opera- 
tion since Nov. 7, 1946, to Edward 
W. Butler, Jamestown, N. D. The 
sale price was reported as $60,000, 
subject to FCC approval. 


Club Starts Magazine 


The Dayton Advertising Club 
has begun publication 6f “DAC 
Ad-viser,” a monthly, for adclub 
members and business men inter- 
ested in advertising. R. L. Con- 
haim, Frigidaire division of Gen- 
eral Motors Corporation, is editor. 


McKinney Reports 
Dailies Intensify 
‘Nearby’ Coverage 


New YorkK—Increased circula- 
tion of daily newspapers in the 
past three years has occurred 
more in counties surrounding the 
city zones than in the cities them- 
selves. 

Douglas Taylor of J. P. Me- 
Kinney & Son, representative or- 
ganization, points this out in pre- 
senting new compilations of cir- 
culations, rates and milline rates 
as of January, 1948, for the “Na- 
tionwide Newspaper Formula” de- 
veloped by this firm. 

The formula, as originally pre- 


pared in 1945 and revised this’ 


year, shows that combined circu- 
lation of 465 newspapers rose 
17.3% in this period, from 22,- 
844,987 to 26,779,337. Their com- 
bined line rate was up. 18.6%, 
from $60,065 to $71,075, and their 
milline rate 1.02%, from $2.62 to 
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that counts 


That’s the market Better Homes & Gardens gives you. 


000,000 


3,000,000 families, selected even hit-or-miss, make a whale of a market. 


But over 3,000,000 husbands and wives whose big interest is home and family, 
and who have the money to buy everything they want for better living, give 
you just about the choicest market America can produce. 


It’s our editorial content that screens the market for you — 100% service 
articles, cover to cover, appeal exclusively to people whose big interest is 
better family living. 


Your story in BH&G goes straight to the families who are looking for it. 
Editorial and ads in BH&G are on the same side of the fence, and BH&G 


readers look to both equally for ideas and know-how. 


The BH&G representative will call soon — it would be very much worth your 
while to listen to his full account of what editorial screening can do for you. 
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$2.66. Separate data are provided 
for newspapers in cities of each of 
four population groups, ranging 
upward from 25,000. 

Mr. Taylor emphasized, how- 
ever, that “these figures and com- 
parisons should not be used to 
indicate the exact relationship be- 
tween 1945 and 1948 in news- 
paper circulation or costs. The 
study was made to answer the old 
question of how many newspapers 
are required to render nationwide 
merchandisable coverage by means 
of newspapers (certain minimum 
required coverage of every U. S. 
county) when used on a formula 
of working progressively down 
from the largest markets and 
counties to the smaller.” 

To estimate postwar conditions 
conservatively, the original for- 
mula employed circulations as of 
1940 but rates as of October, 1944. 


Launches Community 
Betterment Contest 


The Georgia Power Company, 
Atlanta, has launched a Champion 
Home Town contest, offering $3,- 
500 in cash prizes. Awards will 
go to the six towns that do the 
best all-around jobs of commun- 
ity betterment between March 1 
and Oct. 31. The contest has been 
divided into two groups: towns 
under 1,000 population and towns 
with 1,000 to 20,000 population. 
Cities over 20,000 population are 
not eligible. 


To Hirshon-Gartield 

The New England Provision 
Company, packer of NEPCO brand 
meats, has appointed Hirshon- 
Garfield, Boston, to handle its ad- 
vertising. Newspapers, radio and 
trade publications will be used in 
a New England campaign. 


Names Bass-Luckoff 


Zila Mfg. Company, Culver City, 
Cal., manufacturer of precision in- 
struments, has appointed Bass- 
Luckoff, Hollywood, to direct its 
advertising. Business papers and 
direct mail will be used. 


Mansfield to LaRoche 


Sally Mansfield, formerly with 
Ridgway, Ferry & Yocum, New 
York, has joined the media de- 
partment of LaRoche & Ellis, New 
York. Miss Mansfield previously 
was with Compton Advertising, 
New York. 


PRINTING 


—WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 


400 N. RUSH ST., CHICAGO, WHitehal! 2300 
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BIRTH 
LIST 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 


Eldean Opens Branch 


Fred Eldean Organization, Dallas 
oil industry public relations coun- 
sel, has opened a branch office in 
the Chronicle building, Houston. 
Roy L. Wade of the Dallas office 
has been transferred to Houston 
to take charge of the new office. 


Names Warren Sillers 


Warren Sellers, formerly editor 
of the Monetary Times, Toronto, 
has been named business manager 
in North America for the Financial 
Times, London, England. Offices 
are located in Toronto and New 
York. 


Are You Ready... 


for the 1948 season at the 
World's Play Ground, Atlantic City? 
Ready or Not | 
Now's the time to write 


for locations and rates 


Fe oe cin SH a AE does 2 7 see! | 
Phy ee Oe ee ee 


Postwar Business 


Firms Increase 
fo 3,870,000 


WASHINGTON—The postwar boom 
in virtually all lines of trade 
brought the business population at 
the end of 1947 to 3,870,000, a mil- 
lion above the December, 1943, 
low, the Department of Commerce 
has reported. . 

The rate of increase dropped 
sharply during 1947, however. On 
the other hand the business mor- 
tality rate remained amazingly low 
in view of the great number of 
new firms and the fact that 70% 
of business failures ordinarily oc- 
cur during the first five years of 
operation. Commerce experts re- 
ported that gross national product 
(market value of goods and serv- 
ices) totaled $230 billion in 1947, 
up 13% from 1946’s aggregate $204 


ROUTE your 


ay 


ROUTE your = 
| -SALESMEN 


They belong loqéther 


LIKE A BODY AND CHASSIS 


The body’s no good without the motor. And salesmen that func- 
tion without advertising support can't be expected to really 
produce. That's why it’s important to route your advertising as 
you route your salesmen both INSIDE and OUTSIDE Pittsburgh. 
It's easy to do in the Post-Gazette, the only Pittsburgh newspaper 
that can work with your salesmen in selling the million central 
city people—then travel beyond in a 50-mile radius, to sell the 
two million more who live in and around the neighboring 144 


REPRESENTED NATIONALLY BY MOLONEY, 


cities and towns of 1,000 to 70,000 population. 


REGAN & SCHMITT, 


INC. 


Advertising Age, March 8, 1948 


bHion. National income (tot.| 
earnings from current productior ) 
went from $178 billion to $203 bi'- 
lion. 

Commerce figures show that t! e 
new postwar businesses conce) - 
trate in such obvious areas as co).- 
struction, wholesale trade, cor- 
sumer durables, manufacturing 
and selling. The actual increase 
in new business amounted to 200.- 
000 in 1947, compared with 430.- 
000 in 1946. The pace declined prv- 
gressively during the year. By 
the year’s end, the rate of grow!) 
was roughly 40,000 per quarter, 
compared with 107,000 per quarte; 
in 1946. 3 


Increases in Majority 


In some lines, such as mining 
and quarrying and even some re- 
tail lines, the slowdown was pa’- 
ticularly pronounced. However, i) 
most fields, the increases were sub- 
stantial, and in some—construc- 
tion, durables and similar acti\- 
ities—entries were twice as great 
as mortalities. 

More than 95% of the firms 
established since VJ Day are 
“small businesses” employing eight 
or fewer. Only .2% have more 
than 50 employes. 

The department’s. annual eco- 
nomic accounting, presented in the 
February issue of the “Survey o! 
Current Business,” shows aggre- 
gate earnings of business and pro- 
fessional proprietors at one fifth 
larger in 1947; corporate profits 
“substantially” above 1946; com- 
pensation of employes up from 
$117 billion to $128 billion; and 
disposable personal income (afte: 
taxes) $175 billion, compared with 
$158 billion the previous year. 


Commodity Groups Ahead 


Commodity producing groups 
fared better than other industries 
While the all-industry group in- 
crease in income for the year was 


14%, contract construction was up | 
29%, and | 


31%; manufacturing, 
mining 26%. Income from trade 
was up 17%; services, 13% and 
agriculture, 12%. 


Commerce said these increases 


stemmed more from higher price: 
than from increased volume 0! 
production. “Dollar totals of na- 
tional production and income dil- 
fered for successive quarters 
mainly with the degree of price in- 
flation in progress,” the report de- 
clared. 

By the end of the year the busi- 
ness population was 470,000 above 
September, 1941, the prewar high 
Including mortalities, 1,200,000 
firms have come into being since 
VJ Day, double the number that 
went out of business during the 
war. 


380,000 More Since ‘VJ’ 


During 18 months including De- 
cember, 1947, the business popula- 
tion increased 380,000. Of these, 
170,000 were in retail trade; 70,000 
in service trades; 54,000 in contrac! 
construction, and 37,000 in manu- 
facturing. 

In the period from June, 1946, to 
June, 1947, the number of groce:) 
stores went from 324,000 to 345.- 
000; motor vehicle dealers fro: 
47,000 to 56,000; apparel from 73.- 
000 to 80,000; home furnishin: 
from 39,400 to 46,900; eating and 
drinking places from 307,900 
327,100; service stations from 213.- 
900 to 232,100; lumber and buildin 
materials, 36,500 to 42,000; hard 
ware and farm implements, 45,60 
to 51,400; drugs, 52,400 to 55,10! 
appliances and radios, 19,400 t 
23,000; shoes, 12,000 to 13,00' 
automotive parts and accessorie 
21,600 to 24,800. 

Total business disappearance 
since VJ Day were 460,000, le: 
than two-fifths the number « 
entries. 


Elects Baxter V.P. 


Don L. Baxter, manager of Wil- 
helm-Laughlin-Wilson & Associ- 
ates, Dallas, has been elected vice- 
president of the agency, headquar- 
ters of which are in Houston. 
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gives advertisers... 


. . more builders who pay to read PRACTICAL BUILDER than any other building magazine. 


. « many thousands of these builder subscriptions came over the transom (2,776 in 1947). 
The editorial power of PB alone did the selling at $5 each. We challenge any other building 
magazine to equal this record. 


. . PB is edited by the largest staff of building experts of any building magazine. 


. . to maintain the high standards of PB’s unique and costly editorial content we have 


announced an increase in subscription rates from $5 for 3 years to $7. This is the highest 
3 year subscription rate charged by any contractor-builder magazine. 


. . the only practical building magazine published for practical builders. 


. . greatest reader preference, because PB’s editorial content is geared directly to their 
basic needs. Three out of four builders say PB is first in the light construction field.* 
(Established by survey.) 


. . @ modern format that provides most readability for subscribers, best value and 
visibility for advertisers. 


. . a paid circulation of 70,457, including 51,286 builders, several thousand developers 
and dealer-builders, and over 7,000 lumber dealers and wholesalers. 


. . PB is published by Industrial Publications, Inc., for over 30 years publishers of building 
papers, every one of which is tops in its field. 


These FACTS add up to the greatest advertising value you can buy in any building publication. 


PRACTICAL BUILDER 


5 SOUTH WABASH AVENUE « CHICAGO 3, ILLINOIS 


In the March 1948 issues, PRACTICAL BUILDER (for builders), and 
BUILDING SUPPLY NEWS (for lumber dealers) together carried a total 
of 258 pages of advertising. This is a 20-year high in advertising vol- 
ume directed through regular issues to these buyers of building products. 


, 


PRACTICAL BUILDER is published by INDUSTRIAL PUBLICATION, INC., the leading publishers to the building industry who 
also publish BUILDING SUPPLY NEWS, BSN DEALERS’ DIRECTORY, BUILDING MATERIAL MERCHANT AND WHOLESALER, 
BRICK AND CLAY RECORD, CERAMIC INDUSTRY and CERAMIC DATA BOOK. 
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U.S. to Fight 
for ‘Government 
House’ Rum Name 


WASHINGTON — Under Secretary 
of Interior Oscar Chapman said 
last week that the government will 
not give up its “Government 
House” trademark for Virgin 
Island rum without a fight to the 
court of last resort. 

His order to the legal staff of 
Virgin Island Company, a govern- 


ment corporation, challenges the 


finding of a Patent Office exam- 
iner who held that the trademark 
was the property of W. A. Taylor 
Co., which had been exclusive dis- 
tributor of the government-made 
product. 

Unwilling to continue its con- 
tract with Taylor, the government 
wants to use the “Government 
House” trademark on rum now 
being sold through Munson G. 
Shaw Company. 

But the examiner said that the 
original distributor was entitled 
to the name, and that the gov- 
ernment should find and develop 
a new mark for its product (AA, 
March 1). 

The examiner said that Taylor 
is free to substitute like goods of 
appropriate quality for the gov- 
ernment-made rum formerly mar- 
keted under the label. 

The government contends that 
the label is so closely associated 
with the governmental origin of 
the product that it could not be 
used by Taylor without deceiving 
the public. 

Government attorneys point out 
that the label and brand name 
originated at least partially in the 
imagination of former President 
Franklin D. Roosevelt at the time 
that the Interior Department was 
attempting to rehabilitate the 
Virgin Islands by establishing a 
profitable rum industry. 


Trial in Line 
for Pegler-Latex Suit 


The U. S. circuit court of ap- 
peals in New York has unani- 
mously reversed a decision by a 
lower court dismissing a libel suit 
of $2,000,000 against Westbrook 
Pegler and Hearst Consolidated 
Publications by International La- 
tex Corporation and A. N. Spanel, 
its president. The decision means 
the case may now go to trial. 

The complaint alleges that Mr. 
Pegler, in a column, “conveyed 
the meaning” that Mr. Spanel was 
a Communist or “fellow-traveler” 
and that the corporation was under 
the management or control of 
Communists or their sympathizers. 


Stop & Shop Names Two 


William Applebaum has been 
appointed director of planning and 
coordination of Stop & Shop, Inc., 
Boston. Dick Spears has been 
named director of market re- 
search. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE cannot BE SOLD 
FROM THE OUTSIDE 


— eL 


Letodecent OF COVERAGE 


No other newspaper or combination of pa- 
pers can sell Bayonne—yet THE BAYONNE 
TIMES with its 93% home delivery can alone 
sell Bayonne. Get your share of this wealthy 


market, a high income city with $67,205,000.00 


in Retail Sales for 1946 . . . Send for a copy 


of THE BAYONNE TIMES Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY BEPRESENTED OY 


BOGNER & MARTIN 


795 MADISON AVE. WEW YORK © 228 MW LASALLE ST. CHICAGO 


Names Shonting Editor 


Howard L. Shonting, formerly 
editor of Photographic Age, has 
been appointed editor of Photo 
Industry, New York, which will 
make its first appearance March 
16 and will be issued fortnightly 
thereafter. 


Names Irving Le Beau 


Irving J. Le Beau has been 
named export sales manager of 
the Wisconsin Motor Corporation, 
Milwaukee. 


Seattle Adclub 


Records Courses 


SEATTLE—When the Seattle Ad- 
vertising and Sales Club winds 
up its 1947-48 advertising train- 
ing sessions, it will have the com- 
plete proceedings of each of the 
three courses transcribed on a 
wire recorder. 

Last of the ’47-’48 courses, on 
advertising production, is sched- 
uled to begin in April at the city’s 


vocational training school, with 
some 45 to 50 club members par- 
ticipating in lectures and discus- 
sions. ; 

The transcribed material will 
serve as a basis for courses in 
years to come and, when edited, 
may be used as a textbook. 


Launches Candy Drive 
New England Confectionery 
Company, Cambridge, Mass., is 


launching an intensive drive for 
Bolster bar, Necco wafers, Chase 


“i 
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and Canada mints, Sky bar and 
Necco mint patties. Seventy-one 
newspapers in 60 markets and 
spot announcements on 36 sta- 
tions are being used. The agency 
is LaRoche & Ellis, New York. 


Opens Marketing Firm 

Guide-post Research, a new 
marketing survey organization, 
has been opened at 205 Boulevard 
of the Allies, Pittsburgh, under the 
direction of Charles F. Ackenhe)|, 
formerly research director of the 
Pittsburgh Press. 
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McGRAW-HILL PUBLICATIONS 


Headquarters for Industrial Information 
330 West 42nd Street-—New York 18, N. Y. 
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Gets Clothing Account 


Walsh Advertising, Inc., Mon- 
‘real, has been appointed to han- 
dle the advertising of Gerhard 
Kennedy (Canada) Ltd., Winni- 
peg. Copy, which is scheduled 
for women’s and fashion maga- 
zines and one news magazine, will 
feature Joe Sharskin sportswear. 


Plugs New Lingerie 


S. Lennard & Sons, Dundas, 
Ont., through the Hamilton office 
of Russell T. Kelley, is introducing 


its MacDee Comfort Twins, under- 
wear for men, and Encore, wom- 
en’s locknit lingerie in national 
Canadian and women’s magazines 
and in trade publications. 


WNU Adds Department 


Western Newspaper Union, New 
York, has established a printing 
machinery department for supply- 
ing the printing trade with print- 
ing machinery, equipment and 
supplies. C. A. Powers has been 
named sales manager of the new 
department. 


4 Railroads Start 
Delivery Service 
for Reservations 


New YorkK—Four eastern rail- 
roads—the Lehigh Valley, New 
Haven, New York Central and 
Pennsylvania—launched in New 
York last week a passenger ticket 
delivery service, using Western 
Union facilities, which is intended 
to eliminate waiting lines at ticket 


| windows. 

| After a traveler makes his Pull- 
/man reservation by telephone, he 
may obtain rail and Pullman 
tickets by phoning the nearest 
ticket office of the railroad con- 
cerned. The railroad then will 
send him the tickets by Western 
Union messenger. 

Where credit has been estab- 
lished, the passenger’s check will 
be honored. 

The four railroads are consider- 
ing a cooperative advertising cam- 


ASK YOUR McGRAW-HILL MAN for your copy of 


FIND THE 


McG-H EDITOR 


It’s a cinch you won’t catch him warming a swivel chair. McGraw-Hill editors are always 
on the go. Collectively, they travel more than two million miles a year, visit 


the new edition of “The Pulse Beat of Industry.” 
It's a survey of current business conditions and 
trends as seen by McGraw-Hill editors. 


more than ten thousand plants and offices, in search of good editorial material. 


throughout the world, a large Washington Bureau, a complete research organization, 
able men in major American cities and a staff of experienced economists. 


This is one of the reasons for the editorial “know-how” that makes every McGraw-Hill 
magazine a good advertising buy. Some more reasons: McGraw-Hill editors are 

specialists in their fields. They know their stuff. They belong to the world’s largest 
editorial staff exclusively devoted to gathering, reporting and commenting on the news of 
business, industry and technology. They are backed by trained correspondents 


To make your advertising dollar travel all the way for you, use McGraw-Hill magazines 
to tell your prospects what your product will do for them. 


23 
paign, with Western Union, on 
the plan. 


Gedney to Erwin, Wasey 


Erwin, Wasey & Co., Minneapo- 
lis, has been appointed to handle 
the food product advertising of 
M. A. Gedney Company, Minne- 
apolis-St. Paul. Hostess French 
dressing, Zestive salad dressing 
and Zestive sandwich spread will 
be featured beginning April 1 in 
the Minneapolis Star and Tribune, 
the St. Paul Dispatch and Pioneer 
Press and on the “Housewives’ 
Protective League” program on 
Station WCCO. Distributor and 
dealer promotions also will be 
used. 


Reynolds Ups Norfleet 


Leon Norfleet, assistant pur- 
chasing agent, has been named 
industry manager of the marine 
division of Reynolds Metals Com- 
pany, Louisville. He will be in - 
charge of sales of the Reynolds 
aluminum boat and all other 
marine products made by Rey- 
nolds. 


The 40th retail market 


DAVENPORT 
ROCK ISLAND 
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5,000 Watts, 1420 Ke. 
BASIC NEC Affiliate 
Col. B. J. Palmer, Pres. 
Buryl Lottridge, Mgr. 


DAVENPORT, IOWA 


National Representatives: 


FREE & PETERS, Inc. 
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mF nm ee ary tell 


He gal! SPORT is delivering 
oN 1 over 500,000 .. 


increasing monthly. And you know SPORT 


. and sales are 


gets read because circulation is 95% news- 


stand. What a buy! 


Federal Reserve Figures on Department Store Sales 


WaASHINGTON—Department store; Sales in the week were about 4% 


sales in the third week of Feb- 


ruary were 15% above sales the 


corresponding week last year, 
Federal Reserve Board figures 
show. The gain partly was caused 
by the fact many stores were 
closed one day a year ago on 
Washington’s birthday, which fell 
on Saturday. 

Springfield, Mass., showed an 
80% gain for the week ending 
Feb. 21, the highest reported. 
Newark and Baltimore gained 
45% and Boston 40%. The Boston 
(first) district had a 40% gain 
and the Richmond (fifth) gained 
38%. 

The Chicago (seventh) district’s 
6% gain was the lowest reported 
among the 12 areas. Only declines 
from a year ago were Los Angeles, 
down 5%, and Miami, down 1%. 


HOW MUCH CIRCULATION IS IN 
TRUE SMALL TOWNS 


AND HOW MUCH | 


SUBURBAN SMALL TC 


Check over the circulation reports of 19 of the 


largest circulating urban publications and you 
will find— 


More than 
¥, of that 
circulation goes 
into Suburban 
Small Towns of less 
than 1000 population. 

You get 37% less circulation 
than surface analysis leads you to 
expect in the True Small Town market of 
3,300,000 families, representing 1 out of 8 
(12%) of the entire city and town market. 


GRIT has the greatest concentration of True Small 
Town circulation of any national publication. 


Check your coverage in city and town markets + 
with this coverage finder 


Investigate—don't speculate on the 1 out of 8. 
Add GRIT to your national schedule. 


SURFACE THINKING ON AN 
AUDIT REPORT CAN MISLEAD YOU 


Check Your National List for Coverage 
with the 

ae oun COVERAGE FINDER 

‘s chart shows percentoge of circulation cov. 

‘ q e 
me . — of 3 national city and jo 
arkets. To fi c | i 
ieee as overage on any given list 

1. Mark publication ideri 

you are considering. 
2. Cross out all other publications. sacs 
3. Add up your coverage figures. 


| Metropol- Places over! Places 
itan Places! 1000 Pop. \under 1 

(242 | Beyond Pop. Beyond 
| Counties) | Metrop. | Metrop. 
Influence | Influence 


No. of Families, m4 
in Millions | 18.0 67 | 33 
a | | 8: 


9% | 9% | 2% 


Amer.Home | 
a 


| Amer. Mag. | 7% 10% | 4% 
Amer. Wkly. | 34% | 26% as 
| Better HH. &G. | 9% | 11% | 6H 
| Collier's 10% | 12% | 6% 
Cosmo, i 8% | 8% _ 1% 
FawcettW. | 10% | 11% | 3% 
Good Hskpg. | 10% | 11% | 2% 
Ladies'H.J. | 14% | 15% | 10% 
Liberty | 4% | 5% | 2% 
| Life 13% | 17% | 3% 
look I 7% | 9% 4% 
| McCall's | 11% | 16H | 7H 
| Red Book =| 6% | 7% | 2% 
Sot.E. Post | 12% | 11% | 9% 
ThisWeek = | 28% | 15% | 5% 
Time =| 4% | 4% OR 
True Story _ | 8% “| 11% | 4% 
Woman'sH.C.| 13% | 15% | 6% 
GRIT | -— | 3% |12% 


above those of the second Feb- 
ruary week, and were still slightly 
lower than sales for the second 
week of January this year. 


Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Feb. Feb. Feb. 
district and city 7 14 21 
UNITED STATES... 9 —3 15 
Boston District ..... 0 tu 40 
New Haven ...... —3 33 31 
pO eae —1 —9 40 
Springfield ....... 16 —11 80 
Providence ....... —3 —14 34 
New York District... 12 1 32 
by re 14 -—8 45 
DRE Was 8 o.4:4% 4.95 17 1 11 
ae: ee 11 r3 36 
pe eee ee 15 r6 8 
age ares 5 —1 19 
Philadelphia Dist. .. 10 —2 26 
Philadelphia ...... r10 2 21 
Cleveland District... 20 eet 11 
MIPON cacy ccseenss 22 5 18 
GCUORGIBMGEE 66.03 os 55 11 —6 9 
CIB TOIORE 4 0:0 60405 3 21 —1 3 
ColumiDGe «.cssss. 11 —4 7 
POlSES ic ccctescas 22 —7 3 


Pittsburgh ...-.... 26 a) 14 


Richmond District. ..—3 — 38 
Washington ...... ean =D 35 
WAISEMIOLO. cceccics —6 —h 45 

Atlanta District .... 4 r—5 14 
Birmingham ...... 18 6 14 
DEIAM gcc ccc cteee —9 —1 —1 
Pui ees ee 9 r—9 11 


New Orleans ..... 3 —I15 37 
WARM TO? 6c e cece —10 —14 11 


Chicago District .... 16 r—4 6 
fy Pe 12 —B5 4 
Indianapolis ...... 6 —9 1 
DEE, a cathe tas 17 —3 10 
Milwaukee ....... 25 3 6 

St. Louis District... 7 -—sN 7 
Little Rock ....... —1 8 5 
EMMIN VERSO Me cc ccice 15 —1 14 
Bt: EMOUU: ccccdsues 4 —10 5 
Memphid ......... 6 —10 4 

Minneapolis Dist. ... * e bd 
Minneapolis ...... * bd * 
Be, PAU cccosevess . * * 
Duluth-Superior .. * * * 

Kansas City Dist.... 4 —-8 11 
BPONTOE, ccd bkcassss 8 —6 S 
og ee —3 —1 31 
pT Es ee 6 —11 11 
es SE wercses. 2 —13 10 
Oklahoma City....—7 —22 19 


DEPARTMENT STORE, | 
SALES INDEX | 


1935-39 EQUALS 100 


a 


Week to Feb. 21, ’48* .p248 
Week of Feb. 14, ’48*. .238 
Week to Feb. 7, ’48*. . .240 
Week to Feb. 22, ’47*. .216 
Week to Feb. 15, ’47*. .247 
Week to Feb. 8, ’47*...219 


*Not adjusted seasonally. 


pPreliminary. , 
oa | 
Pere ore 1 2 14 
Dallas District ..... 10 —6 13 
oo err rrr 3 —16 17 
Fort Worth ....... 10 —11 2 
po eee Pere 31 11 20 
San Antonio ...... 2 3 5 
San Francisco Dist... 0 —1l1 7 
Los Angeles Area.. 2 4 —5 
NS Eee ° ® * 
San Francisco .... 1 7 29 
POU CI 0008 bv v0 can) 3 2 
Salt Lake City ...—6 3 26 
BEAttlan ...c0see, ed Me) 14 
r—Revised. 
*Data not available. 


British Biscuit Drive 
Resumed in Canada 

Advertising for biscuits by Peek, 
Frean & Co., London, England, 
will soon appear in Canadian trade 
publications, to be followed by 
consumer advertising in news- 
papers and national magazines. 
This marks the return of the prod- 
uct, which was off the Canadian 
market during the war years. The 
company has purchased a factory 
site in Toronto. 

In addition to biscuits, the com- 
pany will market chocolates and 
candies manufactured by Meltis 
Ltd., a subsidiary company in 
Bedford, England. A. J. Denne & 
Co., Toronto, is the agency. 


Getz Joins Brightman 

Irving Getz, formerly a copy- 
writer of Jordan Marsh Company, 
has joined Brightman Advertising 
Agency, Cambridge. 


Independent 
Grocers, 


Chains, 
Supers, 


FULL GROCERY 


TRADE COVERAGE 
of KEY MARKETS — 


Wholesale 
Trade, 
Food 


Brokers 


Executive Offices 
717 Fox Building, Detroit 1 
Telephone CAdillac 7554 


HIGH READER INTEREST 


a 


America's Favorite Food Industry Newspaper 


THE GROCERS’ SPOTLIGHT 


Shamie Publishing Company 


Ohio Edition Offices 
844 Engineers Bldg., Cleveland 14 
Telephone SUperior 2654 
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RCA Net Earnings © 
Up 10% Over 1946; 


| 


NBC's Income Up 


New YorKk—Net earnings of the 
Radio Corporation of America in 
1947 reached $18,769,557 ($1.12 
per share of common stock) as 
compared with the 1946 figure of 
$10,985,053 (56 cents per share). 

RCA’s total gross income from 
all sources amounted to $314,- 
023,572—an increase of $77,042,- 
802 over 1946. Last year’s net 
profit, after all deductions, was 
6% of the gross income, against 
4.6% in 1946. 

These figures were revealed in 
the 28th annual report released 
by David Sarnoff, president and 
chairman of the board of RCA. 

Achieving the largest volume of 
business since its formation in 
1926, the National Broadcasting 
Company reported a total income 
of $65,690,001 in 1947. This was 
up 7.6% over the $61,067,034 
taken in during the preceding 
year. 

Publishers Information Bureau 
listed NBC’s gross billings last 
year at $65,756,517, off 1% from 
$66,434,486 in 1946 (AA, March 1). 

Some 93% of NBC’s 1946 cli- 
ents renewed their contracts for 
1947, according to the report, 
which claimed “12 of the first 15 
and 29 of the first 40 programs 
in order of popularity were regu- 
lar weekly NBC presentations at 
year-end.” 


Added 698 Employes 


The corporation added 698 em- 
ployes to its personnel last year 
and ‘made capital improvements. 
in plant facilities and equipment | 
amounting to $16,594,889. Its total 
earned surplus as of Dec. 31, 1947, 
amounted to $65,558,754—an in- 
crease of $11,459,771 over the pre- 
ceding year. 

Citing television as the ‘most 
important new factor in radio,” 
Mr. Sarnoff said it was beginning 
to “fulfill its promise of becoming 
a great industry and a vital pub- 
lic service.” 

Eight models of RCA Victor 
television receivers were on the 
market by the end of the year 
and 21 video transmitters were 
delivered by the RCA Victor divi- 
sion, which broke all “previous 
peacetime records” in manufac- 
turing and sales. At the close of 
the year there was a backlog of 
orders for equipment for a “sub- 
stantial” number of FM stations. 


Tells Research Program 


It was also disclosed that the 
corporation is engaged in a pro- 
gram of research in _ nuclear 
physics—to apply electronic in- 
struments to problems involving 
radioactivity, isotopes and atomic 
radiation and to attempt to use 


WASHINGHUN 


PHOTO ENGRAVING COMPANY 


| 


| 


products of nuclear research in 
radio and electronic apparatus. 
Among the outstanding scien- 
tific advancements made by the 
corporation were Ultrafax (a 
combination of television, radio 
relay and photographs capable of 
handling up to a million words a 
minute); a practical electronic 
counter which operates at the 
rate of 10,000,000 impulses per 
second; improved reception of in- 


ternational broadcast programs, 
and improvements in the electron | 
microscope, 250 of which are now | 
in use here and abroad. 

A new high in sales was re-| 
ported for the international divi- 
sion, which installed radar equip- 
ment on merchant ships of Nor- 
way, Sweden, Holland, Belgium 
and Turkey and demonstrated 


television equipment in Italy and 
Mexico. 

RCA Communications, 
set up new international radio- 
telegraph, radiotelephone and 
radiophoto circuits during 1947, 
experienced a decline in net oper- 
ating revenue, “principally be- 
cause of increased operating costs 
and a reduced volume of inbound 
words from certain foreign coun- 
tries.” 


which 


Launches Swerl Test 


H. J. Heinz Company, Pitts- 
burgh, has launched a test cam- 
paign for Swerl suds, using out- 
door posters and newspapers. The 
entire list of media being used in 
the drive has not been announced. 
Maxon, Inc., Detroit, handles the 
account. 


Promotes New Tractor 


The new Laurentide Beetle, 
tractor and angledozer built for 
Laurentide Equipment Company, 
Montreal, by Canadian Vickers 
Ltd., Montreal, is being promoted 
in industrial publications, tech- 
nical journals and farm publica- 
tions in Canada. MacLaren Ad- 
vertising Company, Montreal, is 
the agency. 


Strotz Makes Temporary 


| Shift to NBC New York 


Sidney N. Strotz, vice-president 
in charge of the western division 
of National Broadcasting Com- 
pany, has been transferred tempo- 
rarily to New York, where for 
several months he will work with 
Frank E. Mullen, executive vice- 
president and general manager of 
the network, on television plans 


and policies, in preparation for 
the opening of Station KNBj{, 
Hollywood, in the late summ>»; 
months. 

Lewis S. Frost, assistant to Mr. 
Strotz, will be in charge of tle 
western division during Mr. 
Strotz’s absence. Harold J. Boc<, 
manager of western television a: - 
tivities, will leave for New York 
on April 1 to spend several mont!:s 
in studying New York televisicn 
operations. 


. ‘ 

Hits ‘Gray Market’ 

To help eliminate the “gray 
market” in steel and other metals, 
The American Metal Market, a 
daily business paper, will no 
longer publish “blind” advertise- 
ments of concerns offering mate- 
rials for sale. Effective March 2. 
advertisers must publish their 
names and addresses. 


PHOTO 
ENGRAVING / 
Fa 


” , 


11-17 S. DESPLAINES 


CHICAGO 
. 


FRANKLIN 
6343 


Advertising Age, March 8, 1918 
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Advertising Age, March 8, 1948 


‘Slogatest' Is 
Latest Fisher 
Contest Gimmick 


SEATTLE—Contestants in Fisher 
Flouring Mills’ new “slogatest” 
have an opportunity to win a list 
of prizes reminiscent of radio 
show giveaways. 

First prize is a one-week vaca- 
tion at Santa Claus Lodge in 
Alaska for two persons, with air 
transportation up and back, plus 
a charter tour across the Arctic 
Circle, $100 in spending money 
_and $400 worth of matched lug- 
gage. 


whole wheat cereal called Zoom, 
using all the words appearing on 
a reproduction of a Zoom pack- 
age, including a score or more 
slogans which have been added to 
assist the slogan builders. 
Several weeks after the con- 
test’s close in mid-April, the com- 
pany will launch a similar promo- 
tion for Fisher’s Biskit-Mix with 
1,000-line newspaper ads in 11 
western states and plugs on Fisher 
radio programs, similar to those 
used to boost the original contest. 
Pacific National Advertising 
Agency handles the acconut. 


Expands Margarine Ads 
Standard Brands, New York, is 
introducing “yellow” Blue Bonnet 


EE IE eee 


burgh and Baltimore areas, and 
will expand the program to other 
markets. In widely separated 
areas—currently in Boston — the 
company is promoting four Royal 
puddings for the price of one, plus 
one cent. Both campaigns are 
handled by Ted Bates, Inc., New 
York. 


Keller Uses Spread 

Keller Motors Corporation, 
Huntsville, Ala., broke a spread 
in Automotive News March 1 as- 
serting that Keller cars are in 
step with the “revolution” toward 
smaller automobiles, and that the 
new Keller will conform to the 
“dream car” cited by surveys, a 
light car with a wheelbase be- 
tween 90 and 100 inches, and sell- 
ing for $750-$1,000 (the Keller 


now has 950 dealers, and that 
dealerships are still available. 
Buchanan & Co., New York, is the 
agency. 


Promotes Philprene 


Phillips Petroleum Company, 
Bartlesville, Okla., is running a 
large insertion in newspapers of 
about 50 cities across the country, 
and in The Saturday Evening Post 
next month, through Lambert & 
Feasley, New York, to announce 
that Philprene has been “proved 
better than natural rubber.” 


Gets Seed Account 


Stumpp & Walter Company, 
New York, seed concern, has ap- 
pointed Bourne Associates, New 
York, to handle its advertising. 


Entrants are asked to write 4/ margarine in newspapers and spot|starts at $895 and has a 92-inch I 
slogan for the company’s new|radio in the Philadelphia, Pitts-|wheelbase). The ad says Keller|tions and magazines will be used. 


Newspapers, radio, trade publica- 


Ever hear 


of a typewriter 


that writes pictures? 


The sentence you are now reading con- 
tains 45 pictures. Here’s why: 


Each letter in the alphabet comes from 
a picture symbol devised by the ancient 
Egyptians. 


The symbol for ‘‘H”’ 
was a house that | | 
was drawn like this... 


The letter ‘*‘D’’ was a hand... 


*T’? was a leaf... 


And “N” was a river... AAS 


So from the very beginning, men found 
pictures the most fundamental method 
of communicating thoughts. 


The fact that the best way to reach 
people is through pictures, is nothing 
new to the editors of Parade. 


This syndicated Sunday picture maga- 
zine attracts the highest readership in 
the field. Starch reports consistently 
rate editorial features in Parade in the 


high 80’s or 90’s — men and women. 


And this picture power carries over into 
the advertising pages, too. 


For instance, a comparison of Starch 
reports for 27 identical ads that ran in 
Parade and the leading weekly and 
monthly magazines shows that all 27 
of them got more readers per dollar in 
Parade. And in the case of all 80 iden- 
tical ads that ran in Parade and other 
syndicated Sunday magazines during 
the first nine months of 1947, Parade 
ranked first in readers per dollar in 75 
of the 80...ran a close second in the 
other five. 


Maybe that accounts for the fact that 
so many new “blue-chip” advertisers are 
jumping aboard Parade. Better make 
sure it’s not your competitor getting 
the jump on you! 


You ought to be in pictures ...in 


Wichita Citizens 
See Annual Report 
in 2 Newspapers 


Wicuita—City Manager Russell 
E. McClure leaves here to become 
city manager of Dayton, March 15, 
at $18,000 a year. He leaves be- 
hind him a balanced budget and 
surplus, city departments in top 
working order and a remarkable 
annual report. 

The report—believed here to be 
the first of its kind in the U. S.— 
consisted of eight-page tabloid 
sections in the Wichita Beacon 
and Eagle. The newspaper report 
replaces the usual booklet report. 
The idea was Mr. McClure’s. 

Space costs for the two sections, 
paid at legal rates, were compar- 
able to the cost of printing the 
customary booklet, and total cir- 


“|culation is roughly 16 times as 


large. The report was presented 
to citizens as a public service by 
Wichita’s five-member board of 
city commissioners. 

The Beacon’s “Municipal Serv- 
ices—1947” and the Eagle’s “We, 
the People” varied considerably 
in makeup; there was only about 
10% repetition in pictures. Both 
were prepared with maximum re- 
gard for encouraging readership 
of dry financial and other business 
subjects. 

Mr. McClure and David D. Row- 
lands, planning and research as- 
sistant, hit upon the newspaper 
report method after studying past 
reports here and by other large 
cities. Booklet reports, they agreed, 
are by and large “stuffy” and sel- 
dom reach many citizens. 

Copy was prepared by Associ- 
ated Advertising Agency here and 
the sections were delivered to the 
newspapers in “package” form, in- 
cluding layouts, copy, headlines, 
cutlines, etc. 


Start Gordon-Mottern 


Roy Gordon and Edward F. 
Mottern, formerly account execu- 
tives of Roy S. Durstine, Inc., 
New York, have formed the Gor- 
don-Mottern Advertising Agency 
with temporary offices located in 
the Blackstone Hotel, New York. 


Gury Promoted 


Jeremy Gury, who joined Dona- 
hue & Coe, New York, in 1944 as 
a copywriter, has been named 
vice-president and copy director 
of the agency. 


[psi mee as 


Only $95 to $102 a month to 
place a factual advertisement 
for an industrial product in 
Industrial Equipment News 

. industry’s most complete 
product news service... 
The spot where more than 
52,000 selected specifiers and 
buyers for the larger plants 
in all industries regularly 
look for their current re- 
quirements. 


DETAILS? ASK FOR “THE JEN PLAN” 
AND FOR 1EN’S NEW N.ILA.A. REPORT 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
461 Eighth Avenue, New York I, N. Y. 
} 
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FOUNDED 1933 
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Anti-Trust ‘Accelerated’ 
with Added Appropriation 
WasHINGTON—When Democratic 
speech writers start assembling 
campaign ammunition this fall, 
they are going to have a tough 
time proving that Republican con- 
gressional leaders handicapped 
anti-trust enforcement. 
Last month the GOP voted rec- 
ord anti-monopoly funds for FTC. 
Now it has provided Justice De- 


By STANLEY E. COHEN, Washington Editor 


partment’s anti-trust division with 
more money for 1949 than Presi- 
dent Truman asked. 

In allowing $3,411,000, which is 
$161,700 more than the President 
asked, appropriations committee 
Chairman John Taber (R., N. Y.) 
asserted that he expects “more 
than normal acceleration” of anti- 
trust activities, particularly in 
food, clothing and shelter. 

“This nation must free itself 


from monopolies,” the appropria- 
tions committee reported. “It is up 
to the responsible agencies of gov- 


ernment to see that the interests 


of the majority are protected.” 
* ok * 


Steel moguls took a lashing 
from conservatives like Ohio’s 
Robert Taft, as the joint congres- 
sional economic committee fought 
to stem further price and wage 
increases. Steel leaders argued 
that recent price increases were 
warranted by cost trends. “If that’s 
so,” said Taft, “can’t the same 
argument be used to justify third- 
round wage demands?” 

ce cd * 

Steel price increases may revive 
the FTC’s proposed investigation 
of “administered prices,” killed 
last month by the House ap- 


propriations committee. 

The automatic movement of 
prices in concentrated industries 
like steel had been under exami- 
nation at the FTC and the Council 
of Economic Advisers for some 
time, but the House committee 
saw no need for formal investiga- 
tion. The unpopular steel price 
adjustment came just as FTC was 
ready to renew its demand before 
the Senate appropriations com- 
mittee. 

ae a on 

Commerce Department was ac- 
cused last week of spending too 
much time making work for it- 
self. The House appropriations 
committee claimed that the Bu- 
reau of Foreign and Domestic 
Commerce is top-heavy with ex- 
ecutives who are trying to provide 


the newspaper 


You're looking at 


ager. wih 
sould name three 
g of the Commi, * 


Washington retailers use most 


One way for a national advertiser to evaluate 


local media is to follow the on-the-spot judgment of local advertisers. 


In Washington, D.C., local merchants consistently make 


The Star their first choice. 1947 Media Records bear this out. 


Total Retail Display lineage for The Evening & Sunday Star 


was 18,116,596 (3,328,373 lines more than the next paper). 


For readership, coverage, and sales in Washington. advertisers 


look to The Star—the daily and Sunday newspaper with 


reader-confidence inspired by 95 years of publishing integrity. 


we 


The Washington Star 


Represented nationally by 


Dan A. Carroiz, 110 FE. 42Np St... NYC 17 


Tue Joun FE. Lutz Co., Tripune Tower, Cuicaco 11 


Advertising Age, Murch 8, 1948 


personalized and detailed assi:t- 


ance to individual business m:n 


instead of doing general work in 
basic aids for business. The cor- 
mittee suggested a general recr- 
ganization. Specifically, it saw 
no need for a special Office >f 
Small Business, provided a sm: |] 
staff of experts were retained io 
look for small business interest n 
general business data. 
os * * 

Rep. Karl Stefan (R., Neb.) wus 
upset to find Lucky Strike labels 
clearly reproduced in an illus- 
trated article on tobacco in tive 
State Department’s Russian lan- 
guage magazine “Amerika.” Uniil 
assured that no U. S. cigarets are 
available commercially in Mos- 
cow, Stefan was determined -that 
American Tobacco should “pay” 
for this free advertising. 

Stefan’s committee allowed bet- 
ter than $28,000,000 for overseas 
information work. It voted $8,- 
400,000 for broadcasts to an esti- 
mated 100,000,000 European short- 
wave receivers, but turned down 
plans for a further $4,400,000 in- 
vestment in relay equipment (AA, 
March 1). 

* + * 

Blair Lee III, vigorous young 

editor of the Maryland News, 


lively weekly in nearby Silver 
Spring, Md., put his finger on 
postal law _ inconsistancies last 


week in announcing that his paper 
can no longer print notices of 
church bingo parties, carnivals, 
raffles, or other such events. “We 
can’t afford to risk our second 
class privilege,” he told his read- 
ers. “Fortunately for the daily 
papers, horse races and the stock 
market are not regarded as games 
of chance,” he concluded. 
* * eo 

Do you know a good advertising 
man ‘who wants to make $7,100 a 
year? There’s a new job opening 
up in Treasury’s savings bond di- 
vision requiring a man who can 
“sell” national advertising to ad- 
vertisers and media. 
contact is Treasury’s advertising 
director, Elihu Harris, at Treasury 
Department, Washington 25, D. C. 
The job is listed as “permanent.” 

* * * 

Agriculture Department is 
about to enforce a new law re- 
quiring careful labeling of “eco- 
nomic poisons’—insecticides, fun- 
gicides, rodenticides, etc. Manu- 
facturers are urged to submit 
their labels so that appropriate 
cautions may be added where 
necessary. 

Interior Department’s anti - rat 
campaign is rushing ahead. Post- 
ers, leaflets and technical bulletins 
are already available for gover- 
nors’ and mayors’ committees. 

Pointing out that billions of 
dollars and tons of food are de- 
stroyed by rats, Hamilton M. War- 
ren, National Carbon vice-presi- 
dent, who is directing the drive, 
remarked, “It’s no disgrace to 
have rats; it’s a disgrace to keep 
them.” 


Jergens Appoints Orr 

Robert W. Orr & Associate:, 
New York, has been appointed to 
handle the 1948 newspaper can - 
paign in Canada for Andrew Je'- 
gens Company, Perth, Ont. 


Appoints George Fries 

George C. Fries has been ary- 
pointed publisher’s representativ 
of Automotive Engineer. He wi! 
make his headquarters in the De 
troit office. 


Walsh Names Irene Kon 


Irene Kon, formerly advertisin 
manager of Canadian Celanes 
Ltd., has been named head of th 
creative department of Walsh Ad 
vertising, Inc., Montreal. 


Elects Reigler V.P. 


Lyle B. Reigler has been electe« 
vice-president of Moser & Cotins 
Utica, N. Y. He joined the agenc; 
in 1924. 


The man to | 
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SPENDERS 


One of the reasons why 
SPORTS AFIELD 
Continues to Forge Ahead 


* A sportsman with an appreciation 
of the finer things of life—and the 
leisure and means to enjoy them. 


The Record 


LINAGE 47.8 46 


SPORTS AFIELD 
GAIN 
34,737 LINES 


FIELD & STREAM q 


CASS tales OUTDOOR LIFE 
14.479 LINES 


*Source. Printer’s Ink, Jan. 9°48 
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*From trade paper announcements 
to their dealers. 


* "We have found from past contests and 


promotions that THIS WEEK Magazine 
does a fast, powerful job for us and 
our dealers. Grocers know it moves 
goods, speeds up turnover due largely 
to the close-to-home character of 
its distribution—through your own 
local newspaper. We believe in 
THIS WEEK—and grocers have told 

us they do, too." 


Lowry Crites 
Dir. of Media 
General Mills, Inc. 


* "I don't have to introduce THIS WEEK 


to our retailers—because this 
national magazine is part of your 
own local advertising medium—the 
Sunday newspaper. This means that 
our magazine advertising will share 
the local sales impact of your 
favorite newspaper—will reach the 
same families at the same time as 
your own local ads." 


H. R. McCormick, Jr. 


Sales & Advertising Mgr. 
McKem Children's Wear 
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. = WEEK Magazine, despite its 
size and influence, is no ‘millionaires’ 
club’. 

General Mills, over there on the 
left, happens to be in the millionaire 
bracket. That helps, of course. It al- 
lows them to make still greater use of 
TWM’s sales power. 

But McKem Children’s Wear, on 
the same page, has found how to make 
TWM do a big sales job on a modest- 
sized budget. __ 


THIS WEEh 


| a 


i ocameamatl 


<<; to use it! 


Both are doing a nation-wide job on 
19 million readers in over 8% million 
homes—every 4th home in America. 

And both are doing a job on the local 
dealer through TWM’s “5th Cover’”’ 
—the 24 key Sunday newspapers that 
this magazine is part and parcel of. 

Whatever the size of your budget— 
the national power of TWM, and the 
local influence of its “5th Cover’’, are 
ready to put real se// into your maga- 
zine campaign. | 


OVER 82 MILLION CIRCULATION CMagagine— OVER 19 MILLION READERS 
AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News” 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


‘The Dallas Morning News 


*Saturday Edition 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Stor 
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| ‘Sell Our System 
at Local Level,’ 


Ss 


Robinson Asserts 


WASHINGTON—Selling the Amer- 
ican economic system to Ameri- 
cans is primarily a job for indus- 
it try and business at the community 


level, according to Dr. Claude 
Robinson, president of Opinion 
Research Corporation. 

Addressing a public relations 
conference of the United States 
Chamber of Commerce here, Dr. 
Robinson asserted that the obliga- 
tion of ‘industrial and business 
executives today is to provide es- 
sential information relating their 
operations to plant city and other 
local people. 

Selling free enterprise is basic- 
‘ally a sales job, said Leonard W. 
Trester, chairman of the commit- 
tee on advertising of the national 
chamber. It calls for research, 
pre-testing, emotional appeals, for 
the “you” approach, for interest- 
ing the prospect and, finally, for 

‘ sales follow-through. 


‘Never Will Be Static’ 


Acknowledging the good work 
which has been done in the past 

: to sell the American system, he 

nevertheless declared: “Let us 
bear in mind that the American 
system never has been and never 
will be static. It is a vital, moving 
force, not an ancient shibboleth 
to be defended against all heresy. 
We threaten what we seek to pre- 
serve if we defend the status quo. 
We preserve the best features of 
our economy by seeking to im- 
prove it.” 

; Describing General Electric 
Company’s investigation of what 
employes want from their work, 

[' Lemuel R. Boulware, G-E vice- 

\) president, asserted that G-E work- 

| ers seek the “new model” pack- 


| aged job. 
“They want,’ he said, “good 
pay, good working conditions, 


good bosses, steady work, a chance 
to get ahead, to be treated with 
respect, to get the facts about 
what’s going on, to be doing some- 
thing worth while, and to have 
other reasons for really liking 
their jobs, such as finding them 
interesting and deeply satisfying.” 


‘Job Is Intimate Relationship’ 


“General Electric,” he contin- 
ued, “regards a job as an intimate 
relationship between two people 
—the employe and the boss.” 

One of the objectives for which 
G-E has strived, said Mr. Boul- 
ware, is “the establishment and 
maintenance of man-to-man rela- 
tionships between employe and 
supervisor, the protection of phys- 
ical and emotional properties of 
the job and the improvement in 
supervisory leadership.” 

Also, “the correction directly by 
his supervisor of misinformation 


We're Pleading 


The case of the Central 
Texas Territory where the 
per-family income is much 
higher than the national 
and state average. 


Waco News-Tribune 


Waco Times-Herald 
@ Morning @ Evening @ Sunda) 
Burke, Kuipers & Mahoney—Natl. Rep. 


in the mind of the individual em- 
ploye. All this,’ he declared, “‘is 
our most important problem, our 
greatest opportunity—it is where 
fully 95% of our thought and 
effort is concentrated.” 


‘Time’ Makes Survey 


for Use on Forum 

Time has started a survey in 
the U. S. and 10 other countries 
to discover the attitude of people 
in those countries on international 
questions, including the Marshall 
Plan, the future of the individual 
and his country, and U. S.-Russia 
relations. 

The survey is being conducted 
by Elmo Roper, and results will 
be published in Time April 12, 
and be used as a basis for the in- 
ternational forum sponsored by 
Time on the “Future of Freedom” 
in New Orleans April 14-17. 


Wilk Appoints Wersh 

Myron J. Wersh has been ap- 
pointed junior account executive 
of Arthur E. Wilk & Associates, 
Chicago. 


Ratio of FAIR TRADE to U.S. RETAIL VOLUME 
19417 - 
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Rogow Heads Eversharp, 
Others Moved Up 


Arthur H. Rogow, vice-president 
in charge of the razor division «{ 


1948 


1947 


FAIR TRADED 
PRODUCTS 


1948 


$109 billion | 


Eversharp, Inc., Chicago, has been 
elected president and a director «f 
the company. R. Howard Webste:, 
a director of Imperial Trust Con- 
pany, Holt Renfrew & Co., and 
vice-president and director of 
Walker & Co., Montreal, has been 
elected to the executive committee 
of the company. 

Thomas Emerson, vice-president 
and assistant to the chairman and 
president of Eversharp, has been 
appointed vice-president and xen- 


v Rie aos Me 


eral sales manager of both do- 


SMALL SEGMENT—According to the American Fair Trade Council, only about 

5% of retail trade consists of fair traded merchandise. The 95% of non-fair 

trade merchandise has created the inflationary trend, while the 5% under fair 
trade has had a restraining effeot on inflation, says the council. 


mestic and export sales. leo 
Strauss, assistant secretary-treas- 
urer, has been named vice-presi- 
dent in charge of administration 
and assistant treasurer. 


Names Teplitz Agency 


Silverstein & Pinsof, Chicago re- 
finer and smelter of SIPI alloys, 
has placed its advertising with 
Henry H. Teplitz Advertising, Chi- 
cago. Business papers and direct 
mail will be used. 


Offers Video Programs 


Healy Television Productions, 


Open Toronto Art Studio 
F. E. Graham, S. A. Walmsley 


Washington, D. C., has entered the 
television programming field, con- 
centrating on tailor made, live tal- 
ent programs built around a spe- 


and K. A. Grant, all formerly with 
Photo Engravers & Electrotypers, 
Toronto, have opened Grawant 
Studios, advertising art, at 77 York 


cific product or service. 'St., Toronto. 
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Farm men and women combine interests to 


By being two-magazines-in-one, Country 


ft THE business of making a living and 
making a home, the farmer and his 
wife are more closely allied than any 
other family group. She helps on farm 
projects, he cooperates on home im- 
provements. 

To reach them both most effectively. 
you need the two-fold appeal of Country 
Gentleman. For this magazine is de- 
voted to the livelihood as well as the 


living of the people of agriculture . . . the 


people in America. And with them, no 
other kind of magazine can get the in- 
tensity of reading that Country Gent!e- 
man enjoys. . 

Country Gentleman not only has on 
unmatched record for promoting pro- 
gressive and profitable agriculture . 
it also serves rural homemakers and 


their daughters with more editorial he!) 


The bei 


Turn to Country Gentlemar 
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CFAC Starts 6th 
Annual Contest 
for Chicago Ads 


Cuicaco—The Chicago Fed- 
syated Advertising Club, which 
ias launched its sixth annual com- 
petition for the best advertising 
 affort in the Chicago area, has 
changed previous years’ period of 
sligibility for entries to coincide 
with the closing date of the con- 
test, April 30. Thereafter, the an- 
nual contest will be based on ma- 


terial produced between May 1 
of one year and April 30 of the 
next. 

Awards will be given: for ad- 
vertising in general magazines, in- 
dustrial publications, newspapers, 
outdoor posters, direct mail, point- 
of-sale material and radio. 

G. W. Cunningham, director ‘of 
mail order sales of Sears, Roebuck 
& Co., heads the awards commit- 
tee, which is now selecting judges 
for the competition. Other mem- 


bers of the committee are Albert 
W. Sherer, vice-president of Mc- 
Cann-Erickson; J. S. Doughty, ad- 
vertising manager, Container Cor- 
poration; Clayton Cassidy, adver- 
tising manager, Peoples Gas Light 
& Coke Company; Sidney A. Wells, 


vice-president, McCann-Erickson; 
Al Weinsheimer, president, Magill- 
Weinsheimer Company; Harlow 
Roberts, vice-president, Goodkind, 
Joice & Morgan, and James 
Shelby, McCann-Erickson. 

Judging will begin May 3, and 
awards will be announced at the 
club’s annual awards luncheon 
May 20. 


Names Zicherman 

Nelson R. Zicherman, formerly 
with Globe Lighting Products 
Company, New York, has been 
appointed sales manager of LaSalle 
Lighting Products, Inc., Buffalo. 


Get Agency Promotions 
Lyle B. Reigler, who has been 
with Moser & Cotins, New York, 
since 1924, has been elected a vice- 
president of the agency. Mildred 


PICTURE WORDS 


“Thundering, stark, unsur- 
passed! 

Stupendous story, direction 
_and cast! 

Epic, terrific, superb, sub- 
lime! 

A million it cost, if it cost 
a dime—” 


So raves the caption-writ- 
ing gent, 

Slinging words with aban- 
donment, 

Between the feature and 
Mickey Mouse, 

From coast to coast in each 
movie house. 

That “B” production you’re 
fidgeting through, 

Last week he described as 
a super-doo. . : 


—Orville E. Reed 


James W. Link, 


Benson, former office manager of 
the company, has been elected 


secretary and assistant treasurer. 


Three Join SSC&B 


James Kennedy, formerly with 
J. Walter Thompson Company; 
formerly with 
Young & Rubicam, and John Mc- 
Clean Jr., formerly with Pedlar & 


'Ryan, New York, have joined Sul- | 
|livan, Stauffer, Colwell & Bayles, —, Desmond, longtime foe of out- 
|New York, as copywriter, art di- 
|rector and account executive re- 
| spectively. 


Maps Paint Promotion 
Wesco Waterpaints (Canada) 
Ltd., Montreal, will use 50 radio 
stations to carry transcribed spot 
announcements during the spring 
and fall painting seasons, and two- 
color half page ads in national 
magazines. Newspaper copy fea- 
turing- Westex, Swing and Rock- 
tite also will be used. Walsh Ad- 


vertising, Inc., Montreal, is the 
agency. 
Bayley Joins Vienot 


Russell J. Bayley, formerly with 
Bay State Advertising Association, 
Framingham, Mass., has joined the 
creative staff of Carl G. Vienot, 
Inc., Boston. 


magazine which is featured as 


section every month. 


ence has established for this magazine 
a. all-time high in advertising revenue. 

Give your advertising the support of 
(ountry Gentleman’s double-barreled 


power in America’s most powerful single 


niarket. 


| Me 


for Better Farming —Better Living 


Gentleman serves them both with .. . 


and inspiration on their problems than 
any other magazine—through Country 


Gentlewoman, the magazine-within-a- 


Working partnership like this attracts 
the best of Rural America’s men and 
women to Country Gentleman. Its 
2,300,000 circulation is concentrated 
among the top-half farm families who 
receive 90% of the entire farm income. 
Advertisers know this. They invest 
more advertising dollars in Country 
Gentleman than in any other farm . 


magazine. Already in 1948, their prefer- 


a major 


create America’s closest-knit dual audience... 


‘Desmond, Outdoor 
Foe, Introduces 


| 


Restrictive Bills 


ALBANyY—State Senator Thomas 


'door (AA, Sept. 29, ’47), has in- 
‘troduced four bills to regulate 
billboard advertising along New 
| York highways. He said his meas- 
jures “seek to solve the problem 
of safeguarding the state’s scenery 
against unsightly advertising and 
to help guarantee the safety of 
drivers whose attention may be 
distracted by dangerous signs.” 

The bills would: 

1. Prohibit erection of  bill- 
boards along the state Thruway, 
now under construction. 

2. Empower cities, counties, 
towns and villages to restrict bill- 
boards on local roads. 

3. Require that outdoor adver- 
tisers be licensed by the state 
superintendent of public works, 
with permits for individual bill- 
boards and fees of 1% cents per 
square foot. 

4. Establish by “strip zoning” 
a. roadside protective area along 
state highways outside cities and 
villages. Outdoor advertising, 
after a two-year grace period; 
would be restricted to commercial 
districts, except for residential 
and agricultural uses. 


Kerr Appoints L&M 

Kerr Glass Mfg. Corporation, 
|'Los Angeles, maker of Kerr Self- 
Sealing brand Mason jars, caps and 
|lids for home canning, has ap- 
|pointed Lennen & Mitchell, Bev- 
‘erly Hills, to handle its advertis- 
‘ing. The account was previously 
handled by Dan B. Miner Com- 
pany, Los Angeles. 


Will Back Booksellers 


Ziff-Davis Publishing Company, 
New York, has announced a book- 
seller merchandising program, 
which includes a 100% return pol- 
icy, a dealer protection plan, and 
the commitment to spend upwards 
of $100,000 in 1948 in ‘consumer 
national advertising. William B. 
Ziff, chairman of the board, has 
taken charge of the company’s 
book division. 


Davis Appoints Ellis 

A. W. Ellis Company, Boston, 
has been named to handle the ad- 
vertising of the material han- 
dlings division of H. G. Davis, 
Inc. Business papers and direct 
mail will be used. 
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SINCE 


RUSS BLDG. 


ee : 
SIMPSON-REILLY, LTD. 
Publishers Representatives 


1928 


SAN FRANCISCO LOS ANGELES 
GARFIELD BLDG. 


Wellman Maps Drive 


Wellman, Peck & Co., San Fran- 
cisco food processor, has launched 
a new advertising campaign, using 
84 insertions in major-market 
newspapers between now and 


July 1. -One-column ads promoting 
Wellman coffee, fruits, vegetables 


ne 


_ INTHE 1-3 POCKET Eaeng Time! / 
SMI 


Cy 


Over 37,000 circulation, in- 
cluding 25,000 league and 2515 
city association officials. 
magazine with 
5336 certified Bowling establishments. 
2 Bowling market, wide open after 

four years, produces $29! ,000,- 
N00 annually—three times as much 
as pro baseball. 


_ Write for our latest rate card today 


ouling 


THE BOWLER’S MAGAZINE 


The only 
100% coverage of 


Official Publication zis 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


and cther food products will ap- 
pear in 23 California, Oregon and 
Nevada newspapers three or four 
times a week. The San Francisco 
office of Botsford, Constantine & 
Gardner handles the account. 


Elected Bothwell V.P. 


Nathan A. Tufts, manager of the 
Hollywood office of W. Earl Both- 
well, Inc., has been elected a vice- 
president of the agency. Prior to 
| joining Bothwell in 1946, Mr: Tufts 
| was vice-president and director of 

the Hollywood radio department 
|of Ruthrauff & Ryan. 


‘Heads Imperial Sugar 

I. H. Kempner Jr. has been 
elected president of Imperial Sugar 
Company, Sugarland, Tex., suc- 
ceeding his father, who has been 
made chairman of the board. O. R. 
Armstrong has been reelected 
vice-president in charge of sales. 


'Breig Joins Wertheim 

| Jean H. Breig, former adver- 
|tising and publicity director of 
John C. Winston Company, Phila- 
delphia, has joined Wertheim Ad- 
vertising Associates, Philadelphia. 


Ci0, AFL Leaders 
Get Voters Going 
for Next Election 


WASHINGTON—Despite the hand- 
icap of the Taft-Hartley Act, both 
_major national labor organizations 
/expect to participate on an unpre- 
cedented scale in this year’s po- 
litical campaigning. 

| The unions work through inde- 
pendent political affiliates which 
are not subject to the Taft-Hart- 
iley Act. These affiliates, manned 
| by skilled political and public re- 
lations. experts,. are already in 
operation in an effort to “turn the 
rascals out” of state and federal 
legislative and executive jobs. 

_ Jack Kroll, experienced head of 
_CIO’s Political Action Committee, 
tells the 6,500,000 CIO members 
that “they have a date in Novem- 


| 


Sales oases. lush and green. dot the whole wide U.S. 


landscape. But the funny thing about them is—one 


advertiser's oasis may be another's desert. And cover- 


‘ing sales deserts with across-the-board national media 


can add a lot to your cost per sale. 


Take hot cereals. Nationally, oat cereals lead wheat 


° by a smashing three to one. But in two of America’s 


biggest cities, among others, wheat upsets the average 


and romps ahead with a better than 14% lead! 


Proof again that markets are as different as people. 


And that the ad dollars that follow market potentials 


are the ones that bring back home the surest profits. 


Buwrvcau of advertising 


AMERICAN 


NEWSPAPER 


PUBLISHERS 


preporeo Dy 


ASSOCIATION 


More and more. as costs keep rising, national adver- 


tisers are turning to the pinpoint precision of news- 


. papers to get more efficiency per advertising dollar. A 


big reason why national advertisers’ investment in 
newspaper space last year soared to $369,346,000—or 


almost 37% beyond the previous all-time high of 1946. 


Helping advertisers chart their way to sales opportun- 


ity is the Bureau of Advertising’s primary job. Let our 


sales analysis staff help you, too, put local marketing 


facts to work. Or write today for the newly revised 


booklet, Services Available to Advertisers and Agencies. 


the Bureau of Advertising and published by the Minneapolis Star and Tribune in the interest of more effective advertis 


Advertising Age, March 8, 194: 


ber” with the legislators wh. 
voted for the Taft- Hartley Ac, 
fought price control, public hous- 
ing and other CIO projects. 

PAC already has been operat 
ing in Southern primaries. I! 
claims substantial credit for an 
important Democratic victory in :; 
Kentucky by-election. 

PAC -thinks: less in terms 0: 
publicity than door-bell ringing. 
Mr. Kroll points out that only 38,- 
000,000 of 90,000,000 eligibles 
voted in the 1944 election, when 
Republicans seized Congress. 

+ His goal is to get 60,000,000 to 
the polls in November, with the 
difference coming largely from 
those who will vote labor’s ticket. 


Up to Individuals 


AFL is opening the offices of its 
newly created Education and Po- 
litical League next week, though 
it has yet to get a director. For- 
mer Senator Burton K. Wheeler 
accepted the post, then backed out. 

Political affiliates will have har- 
der going this year as a result of 
the Taft-Hartley Act. 

Since unions are now prohibited 
from contributing their funds for 
political purposes, the affiliates 
must depend entirely on their 
ability to get contributions from 
individual union members. 

Heads of the AFL unions are 
asking each of 8,000,000 AFL 
members to give a dollar to the 
Education and Political League. 
No one really knows how much 


the league will eventually have, 


but George Harrison, president of 
the AFL railway clerks, was 
quoted last week to the effect that 
$500,000 may be spent for news- 
paper, radio and other advertis- 
ing. 

PAC is appealing for help from 
6,500,000 CIO members. In 1944, 
PAC’s budget ran only $700,000, 
most of it contributed by unions. 
For 1945 and 1946 it had $400,- 
000 and in 1947 $125,000. 


Disregard Party Labels 


| The unions are drumming up 
'the Taft-Hartley and the cost of 
living issues. They are fully aware 
‘that there can be no November 
‘victories of significance unless 
| they are preceded by victories in 
'the primaries. 

Both union organizations will 
support individual candidates re- 
gardless of party label, and Kroll 
|/has come out strongly against the 
| third party. 

CIO President Phillip Murray 
and Allen Swim, editor of CIO 
News, were indicted early this 
month for violating Taft-Hartley 
Act provisions barring political 
|action by the unions themselves. 

Murray and Swim purposely 


‘printed articles in the CIO News 


| supporting a candidate in a Balti- 
|more primary. They contend that 
Congress infringed upon the con- 
|stitutional right of expression 
/when it tried to prevent unions 
from engaging in political activity. 

Since the independent politica! 
| affiliates are supported by con- 
'tributions collected expressly fo! 
political purposes, there has been 
no suggestion that they may vio- 
late the Taft-Hartley Act. 


No Permit Required 


for Plates to Canada 


The Canadian government has 
issued a statement declaring that 
no permit is required for the deliv- 
ery of printing plates from the 
'U. S. to Canada. 
| The statement was made in an 
effort to clarify a misinterpretation 
i|by U. S. postal authorities of the 
|emergency measures adopted for 


‘'the conservation of foreign ex- 


. 


17, Caledonia 5-8575 * 360 N. Michigan Ave., Chicago |, State 868! » 240 Montaomery St., San Francisco 4. Exbrook 8530 


sing 


| change resources. 


| Cancels FCC Request 


Station WLOL, Minneapolis-St. 
Paul, has requested the FCC to 
cancel its application for a fre- 
quency modulation permit so that 
the station can concentrate its ef- 
forts on television broadcasting 
rather than FM. 
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THOMAS EDISON 


EA was first with his invention of 
the incandescent bulb in 1878 


\" powered by the first steady- 
current dynamo ...a tremendous step 
toward a better way of life... the 
American Way of Life... just as WJR is... 


CBS 


THE 


G. A. 


RICHARDS 


Pres. 


__9nagg 


errTh, 


sl 


IN POWER 


MICHIGAN’S GREATEST | 
ADVERTISING MEDIUM . | 


Represented by 
PETRY 


WILL STATION risuersuc. DETROIT 


HARRY WISMER 
Asst. to the Pres. 
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YOU CAN BE” 
EVERY SUNDAY 


in PICTORIAL REVIEW 


Nowhere Else 


such a star-studded cast of writers and artists to help you sell. 


Nowhere Else 


such magnetism of local entertainment news to draw people to 
your advertising. 


Nowhere Else 


such limitation of advertising to assure your message spotlight 
visibility. 


‘Nowhere Else 


such a choice of markets — your pick of one of ten — exactly as 


i you like. 
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[X\ nieiliecd these families spend over a billion and a half in drug 
stores — twelve billion on food. In fact, last year they spent forty- 
seven and two-third billions at the counters of their local retail stores. 


That’s why they are the backbone of your kingdom . . . of any kingdom. 


And in these ten markets where they live, Pictorial Review gives you effective, concentrated 
coverage. In Pictorial Review your sales message commands spotlight attention — with visi- 
ie bility unlimited — unmatched! For only in Pictorial Review do the world’s top artists and 


writers generate super-power for readership. 


Add to this Pictorial Review's unique flexibility which allows you to pick your markets from 


one to ten exactly as you like . . . synchronizing your advertising with your market operations. 


x 


That’s why Pictorial Review sums up to an unbeatable combination for top sales results. 


sass Pictorial Review 


& 


Gy, ve COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES OF 
New York Journal-American Detroit Times Boston Advertiser San Francisco Examiner 
Baltimore American Chicago Herald-American Los Angeles Examiner Seattle Post-Intelligencer 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel 


("Milwaukee Sentinel represented for Pictoria! Review only) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


|Uses ‘Life’ Pages 

Canada Dry Ginger Ale, New 
York, is placing full color pages 
| in Life for an institutional cam- 
| paign promoting its four principal 


| beverages: ginger ale, Canada 
| Sey water, Spur and Hi-Spot. 
Mathes, Inc., New York, 


3. M. 


| handles the account. 


O. A. FELDON & ASSOCIATES 


\British Reading 


of Newspapers 
at High Level - 


Lonpon — Of the total British 
population 16 years old anu older, 
76% read daily newspapers in 
1939. In 1947 the percentage of 
/readers had risen to 82. In 1939, 
84% read Sunday. newspapers; by 


/1947 the figure had risen to 91%.. 


These figures are revealed by 
the monumental survey of press 
readership undertaken by the re- 
search committee of the Incor- 
porated Institute of Practitioners 
of Advertising, comprising the 
most important British advertis- 
ing agencies. The figures are based 
on some 12,000 interviews. Re- 


Daily Mirror. Among Sunday pa- 
pers, News of the World gets 42% 
adult readership and The People 
28%. Biggest coverage among 
weekly magazines is 42% for 
Radio Times and 24% for Picture 
Post. But there is a lot of over- 
lapping. For instance: 

Fifteen per cent of Daily Ex- 
press readers also read the Daily 
Mirror, and 7% the Daily Mail, 
while 10% of Daily Mirror read- 
ers also read the Daily Mail. 


Named WNEW V.P. 


Ted Cott, program director of 
Station WNEW, New York, since 
1942, has been named vice-presi- 
dent of the station. He began his 
broadcasting career in 1934 as 
—— director of WNYC, New 

or 


- ‘ ; 
Publishers Rep PEER ES sults have already been published 


in two volumes, with a third now CBS Promotes Hathaway 


on the press. 

‘The yo oo of the “na- Neal ges ging has been named 
eC m , : |manager of the program promo- 
wate n ‘Seat thnk te = ‘ re ident | tion division of the CBS sales pro- 
rom the fact that 25% of the en-| motion department, New York. He 
tire population reads the London | formerly was assistant for that 
Daily Express, and 20% reads the' division. 


185{North Wabash Avenue Chicago 1, Ill. Dearborn 5272 


Were this jack’s pulling power on a par with our persuasive power, 


well and truly could he blare out a triumphant “hee haw” over all 
competitors. With no intent to be immodest, we merely direct your 
attention to the fact that we are No. 1 newspaper in the No. 4 town, 
weekdays. Ordinarily when space buyers look up the figures in 


Standard Rate & Data, ours are the kind of figures they like to see. 


NO. 1 NEWSPAPER 
IN THE NO. 4 TOWN 


‘i > 
LARGER WEEKDAY CIRCULATION THAN 
ANY OTHER DETROIT NEWSPAPER 


425,024 461,452 


‘WEEKDAYS — | SUNDAYS — 
Net Paid Circulation For 6 Months Ending Sept 30, 1947 


| petitive era ahead. 
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This Best Seller. 
ss Bonus Book 


BOX TOP CLUB—To boost Post's 40°, 
Bran Flakes, General Foods Corpora- 
tion is using magazine ads and store 
posters like this to offer two Bantam 
books for 25 cents and a box top (AA, 
Feb. 23). Weiss & Geller is the agency. 


Abrahams Urges 
Efficient Ads, 
Informative Copy 


PROVIDENCE — Retail advertising 
is due for a “new look” with spe- 
cial emphasis on factual and in- 
formative selling, Howard P. 
Abrahams, manager of the sales 
promotion division of the National 
Retail Dry Goods Association, told 
a meeting of the Advertising Fed- 
eration of America here. 

“This ‘new look’ in retail ad- 
vertising, like the new look in 
women’s fashions, will get much 
of its inspiration from the adver- 
tising fashions of years ago,” he 
said. 

Proof of the way in which com- 
plete information in advertising 
increases sales was indicated by 
Mr. Abrahams. He showed that 
the inclusion of four major mer- 
chandise facts in a series of news- 
paper ads produced 50.5% suc- 
cessful advertisements, but when a 
total of eight or more merchandise 
facts were used, the effectiveness 
increased and brought 64.1% suc- 
cess. 

The addition of a few factual 
words in a direct mail test brought 
40% more sales, he reported. 

“Only by becoming more effi- 
cient,” he said, “can advertising 
hope to do a real job in the com- 
This is im- 
portant to us as advertising people 
if we want to uphold our proud 
|profession. It is important to us 
|as retailers if we want our stores 
|to grow and prosper. It is im- 
portant to us as Americans if we 
want our nation to grow and 
prosper.” 


Ramsdell Joins Agency; 
Introduced ‘Elsie’ 


Arthur W. Ramsdell, vice-pres:- 
dent and director of sales for Bor- 
den: Company from 1937 to 1944, 
and recently consultant in New 
York to food and cosmetics com- 
panies, has joined Weiss & Geller, 
Chicago, as an account executi\e 
on the Reid-Murdoch Monarch 
foods account. 

Mr. Ramsdell originated tie 
“Elsie” campaign for Borden. Hie 
is a former president of the N:»- 
tional Federation of Sales Exe’- 
utives, director of the Grocery 
Manufacturers’ Association ard 
onetime vice-president of tle 
Evaporated Milk Association. 


Clorox Uses Radio 


Clorox Chemical Company, Oa! - 


land, Cal., manufacturer of hous: - 
| hold cleaners, is using radio for t! ¢ 
| first time with its sponsorship of 4 
| 13-week participation on the KN? 
|Los Angeles, “Sunrise Salute” ar 
| “Housewives Protective Leagu« 
programs. The time was purchas* 
for the company’s Boon produc 
division for Boon Quality bran 
household cleaner. Honig-Coope 
Company, San Francisco, is th 
agency. 
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‘Wallaces’ Farmer’ 
Gets High Mark 
in Reader Survey 


New York — Wallaces’ Farmer 
& Iowa Homestead amassed 480,- 
000 readers within 14 days after 
publication of its Sept. 20 issue, 
the Advertising Research Founda- 
tion said recently, announcing 
Study No. 4 in the Continuing 
Study of Farm Publications. 

The publication had a circula- 
tion of 273,730 at that point. The 
study found that there were 800,- 
000 persons 12 years of age and 
over in subscriber families, 430,- 
000 males and 370,000 females. In 
the surveyed issue, 95% of the 
men and 72% of the women read 
one or more general display ad- 
vertisements, with men twice as 
interested as women in the pa- 
per’s livestock copy. The highest 
read ad by men (58%) was a full- 
page, red-and-black ad for Crow’s 
Film-Coated seed corn, and the 
highest ranking ad for women 
(38%) was Conoco’s motor oil 
back cover, also in red and black. 

ARF found that 91% of sub- 
scriber families are engaged in 
farming, and 57% completed at 
least one year of high school or 
its equivalent. Less than 1% had 
no, schooling. 

The study is conducted jointly 
by ARF and the Agricultural 
Publishers Association, with all 
costs borne by APA. The next 
study will be released in April, 
and will cover the Nov. 8 issue of 
New England Homestead. 


Starts Samplizing Plan 


Charles W. Curran, formerly 
with Blaine-Thompson Company 
and Donahue & Coe, New York, 
has formed a new cooperative 
sampling service available to se- 
lected manufacturers of nationally 
advertised products sold in food, 
drug and housewares stores. Called 
the Samplizing Plan, Inc., the or- 
ganization undertakes complete 
handling of mass-distribution of 
regular size packages to consum- 
ers, 

Offices are located at 53 E. 34th 
St., New York. Branches are con- 
templated for Boston, Baltimore, 
Chicago, St. Louis and Los An- 
geles. 


Belaire Leaves WBET 


Paul A. Belaire has resigned as 
commercial 
WBET, Brockton, Mass. 


Look rfp 


in the basic sources 


OF MARKET INFORMATION 


* Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Schedules Home Show 


The first home show in western 
Pennsylvania since 1939 will be 
held in Pittsburgh’s Hunt Armory 
April 8-17, sponsored by the Pitts- 
burgh Fire Department for the 
benefit of the Widow’s Pension 
Fund. Mayor Lawrence of Pitts- 
burgh has proclaimed April as 
Modern Home Month. 


Heads Aer-A-Sol Ads 


Howard S. Cook, former assist- 
ant advertising manager of Amer- 


ican Home Foods division of 
American Home Products Corpora- 
tion, New York, has been ap- 
pointed advertising director of the 
Aer-A-Sol division of the Bridge- 
port Brass Company, Bridgeport, 
Conn. 


Designers Group Elects 


Frank Gianninoto, director of 
Frank Gianninoto & Associates, 
New York industrial design organ- 
ization, has been elected chairman 
of the New York chapter of the 


American Designers Institute. 


Other officers elected are: Vice- 
chairman, Robert Gruen; secre- 
tary, Charles Davies, and treas- 
urer, Paul Wrablica. 


Launches Prefab Drive 


National All-Steel Buildings 
Ltd., supplier of prefabricated 
structures for industry and farm 
use, has launched a campaign in 
daily newspapers and trade publi- 
cations to announce that All-Steel 
structures are available now. 
O’Brien Advertising Ltd., Van- 
couver, B. C., is the agency. 


39 
Torp Changes to K&E 


Harry Torp, former media di- 
rector of Walter Weir, Inc., New 
York, has joined Kenyon & Eck- 
hardt, New York, as space buyer. 


ST. JOSEPH NEWS-PRESS 


St. Joseph Gazette 


manager of Station 


Reach the 


TO SELL ANYTHING MEN BUY... 


shampoo... razors 


tires... 


tobacco, cameras, 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 


readers—having the PM. Mind—read ads deliberately. 


% That means ANYTHING from shoes to 


to raincoats... ties to 


. watches, cars, radios, golf balls, pipe 


shotguns, fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
... more than 3.7 MILLION readers 


— == _ - = 
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Gets Radio Franchise 


The Yankee Network, Boston, 
has been given the exclusive New 
England franchise for Transit 
Radio, Inc., a company organized 
for the development of FM re- 
ceivers suitable for installation in 
buses, trolley buses and street 
cars. The Cincinnati Street Rail- 
way has signed contracts for in- 
stallation of the radios. 


BEGINNER'S LUCK ? 


Yo! Aug amateur cau set 


FOTOTYPE 


All letters in each line are quickly as- 
~ sembled and automatically aligned in 
special composing stick ready to —_ 

to the finished art. Ideal for heads . 
— Available in transparent or pene 
's. This ad set with Fototype in just 
inutes! WRITE FOR FREE CAT. . 


1415 ROSCOE ST., CHICAGO 13 


Excel Unveils 
16-Lb. Apollo 
Movie Projector 


New YorK—Excel Movie Prod- 
ucts of Chicago has introduced its 
new lightweight, low-priced sound 
projector here. 

Excel will sell the Apollo pro- 
jector, which weighs 16 pounds, 
directly to dealers. Retail price 
will be $129.50. Advertising, to 
break soon in photographic pub- 
lications, will emphasize the econ- 
omy of the product, which is 
achieved principally through the 
elimination of a loud speaker. unit. 
The Apollo plays through an or- 
dinary radio loud speaker with- 
out the use of any connecting 
wires. 

The firm—whose parent com- 
pany is the Illinois Watch Case 
Company—has not yet set an ad- 
vertising budget for the product. 
However, it plans to use indus- 
trial, religious and educational 


papers in a kickoff drive, through 
Weiss & Geller. National consum- 
er promotion will be delayed until 
distribution warrants it. 


U.S., British Lines 
Offer Global Trip 


Northwest Airlines, St. Paul, 
has completed arrangements with 
the British Uverseas Airways Cor- 
poration for a global air trip to 
cities along an 18,000 mile domes- 
tic and Orient route, at a fare of 
$1,700. 

Connections between the two 
airlines will be made at New York 
and Shanghai, with passengers 
able to buy tickets for the world 
flight at any point on the route 
and to fly in either direction. It 
will be possible to make the trip 
in less than eight days. 


FCC Grants AM Permit 


The FCC has granted the Litch- 
field County Radio Corporation, 
Torrington, Conn., a license for a 
new standard station, WLCR, to 
operate daytime only, with one 
kilowatt power on 990 kilocycles. 


Are you after sales? Of course you are. And isn’t 
it just plain common sense that you'll get better 
sales in a rapidly expanding market? 


The 49 newspapers of the Ohio Select List have in- 
creased their circulation over 30% in the last eight - 
years. This is 2-1/2 times Ohio’s rate of growth 
during the same period. Today, one out of four 
Ohioans reads an Ohio Select List newspaper. 
The 49 highly industrialized cities of the Ohio 
Select List are really on the march. This is a 
$1,250,000,000 retail market. 


Remember this market includes most of Ohio’s 
farmers because these 49 dailies cover 58 of the 
88 counties. And the farmers are making more 
money and spending more than ever before. If 
you want your share of this fast- 
spending local-buying market, 


write, wire or phone now! 


SELECT LIST 
NEWSPAPERS 


Co. luncheon. 


AT MAGAZINE LUNCHEON—In Chicago for the National Association of 

Home Builders convention, these four were caught after a Meredith Publishing 

Left to right: John Normile, an editor of Meredith's Better 

Homes & Gardens; Ralph Patterson, general sales manager, Bell & Gossett Co.; 

Gates Ferguson, advertising manager, Celotex Corp., and Ed Sullivan, ad 
manager of BH&G. 


New Hair Trimmer 
Finds Favorable 
Market Response 


Los ANGELES—Sales are boom- 
ing for Sta-Neet Corporation here, 
which manufactures a combina- 
tion comb and razor billed as the 
“family home barber . . . a preci- 
sion instrument . . . guaranteed to 
give complete haircuts to men, 
women and children, and shave 
leg and under-arm hair.” 

The Sta-Neet hair trimmer was 
tested in Los Angeles less than a 
year ago, backed by cooperative 
Whelan Drug Store newspaper 
advertising. Results were impres- 
sive enough to suggest the possi- 
bility of national distribution. 

The initial promotion was fol- 
lowed by a similar co-op ad deal 
through the Thrifty drug store 
chain here. Sales of the 98-cent 
item went over the 100,000 mark. 

Following an agreement with 
Sears, Roebuck & Co. to merchan- 
dise the hair trimmer, Sears re- 
cently tested sales of the product, 
backed by ads up to 1,000 lines, in 
the Chicago market. Satisfied with 
the response, Sears will push the 
item through its Detroit store, 
with retail outlets in other cities 
expected to follow suit. Sears’ 
spring catalog also carries the Sta- 
Neet trimmer. 

Latest retailers to take on the 


item are the Rexall drug outlets 
|in Los Angeles and the Katz drug 


chain in Kansas City. Bulk of the 
ad copy has been placed in news- 
papers, through the Mayers Com- 
pany here. Only national adver- 
tising is a bi-monthly half-column 
in Good Housekeeping. 


‘Scientific American’ 
to Come Out in May 


The first issue of the revamped 
Scientific American, New York, 
will reach the newsstands in May, 
said Gerard Piel, editor and presi- 
dent of the new company which 
recently bought the 103-year-old- 
magazine. 

Under Charles E. Kane, just ap- 
pointed advertising director (AA, 
Feb. 23), a rate card has been in- 
troduced with an initial base rate 
of $500 a black and white page on 
a paid circulation guarantee of 
42,000. T. J. Lucey, formerly cir- 
culation director of eight McGraw- 
Hill publications, has been ap- 
pointed circulation director. The 
new page size is 854x11% inches. 


Petry Transfers Smith 


Arthur C. Smith, formerly in 
the Detroit office of Edward C. 
Petry & Co., has been placed in 
charge of the Boston office, suc- 
ceeding James Sandison, who has 
resigned to open a radio station 
in Milwaukee. 


Agency Incorporates 

Davis-Hood & Associates, Los 
Angeles, has been changed from a 
partnership to a corporation and 
will be known as Davis-Hood & 
Associates, Inc. 


sider KFH.. 


° alike. . 
message on KFH. 


Want to hire a medium? Con- 
. for 25 years the 
leading sales medium in a rich 
area where. SILVER jingles in 
every pair of jeans! Brighten 
| your future in our Silver 
Anniversary. People who buy 
. city folks and farm folks 
. will hear your sales 
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Merrill Lynch Net 
Slumps in ‘47; 
Plans No Ad Cut 


New YorK— Merrill Lynch, 
Pierce, Fenner & Beane recently 
reported on itself, and noted that 
it had taken a sharp drop in 
profits, although it plans to con- 
tinue its promotional activities at 
the present clip—$1,432,610.65 in 
1947, of which $316,262.99 went 
for newspaper and magazine 
space. 

Merrill Lynch’s drop in earn- 
ings—from $6,216,649 in 1946 to 
$1,827,952 in 1947—is symptomatic 
of the blight on security brokers, 
stemming from the _ disastrous 
stock market break in the fall of 
1946. MLPF&B has considerable 
commodity business, and this may 
account for its being in the black. 


Accounts Shown by Income 


The giant brokerage firm ad- 
vertises monthly in a list of from 
60 to 150 newspapers, and ‘uses 
six magazines, although all of 
them do not carry all MLPF&B’s 
copy — Barron’s, Business Week, 
Dun’s Review, Financial World, 
Forbes’, Magazine of Wall Street, 
Time and United States News. 

Gross income fell from $29,- 
523,668 in 1946 to $22,377,581 in 
1947, although assets rose $11,- 


295,743 to $151,587,762, and cap-|| 


ital funds increased $600,000 to 
$14,600,000. During the _ year, 
MLPF&B offices added three to 
the network, and now number 95 
in 93 cities. 

The report, signed by Winthrop 
H. Smith, managing partner, said 
Merrill Lynch spent nearly $1,- 
000,000 on telephone services. An 
analysis of accounts showed the 
firm that 41% of its customers had 
incomes of less than $5,000, 30% 
earned between $5,000 and $10,000 
and 29% had incomes over $10,- 
000. Some 19% were wage-earn- 
ers and 18% executives. 


UNION BAG SALES UP 
42% TO $63,511,527 

New YorK—Union Bag & Paper 
Corporation has reported that its 
1947 sales hit a record $63,511,527 
compared to last year’s record 
$44,871,180—a gain of 42%. Net 
earnings also hit a new high mark, 
$11,756,608 compared to $5,254,- 
953 in 1946. 

Alexander Calder, president, 
said the company’s program of 
postwar capital expenditure had 
been largely cornpleted, and’ men- 
tioned $7,100,000 spent last year, 
including plant acquisitions, and 
largely without borrowing. 

Mr. Calder believes 1948 will 
see a drop in national production, 
and resumption of competitive 
practices in the paper industry. 


‘Holiday’ Receives 
Paul Bunyan Award 


Holiday has received the Seattle 
Chamber of Commerce annual 
Paul Bunyan award—its “Oscar” 
of advertising and promotion—in 
recognition of the favorable na- 
tional attention brought to the city 
through the September, 1947, issue 
levoted entirely to Washington 
tate. 

Other awards: For major promo- 
ion campaign, tied in with nation- 
il advertising, Port of Seattle 
Wallace Mackay Company ac- 
‘ount); commercial advertising 


‘ampaign, the Bon Marche, Seat- | 


‘le; publicity and promotional 
‘ampaign, Standard Oil Company 
f California; special events, Lake 
Washington crew regatta promo- 
ion; individual classification, the 
Chree G.I.s surplus property stores. 


WXKW Appoints Agency 


WXKW, Albany, N. Y., a new 


0,000 watt station which expects } 


© go on the air shortly, has 
iamed Ridgway, Ferry & Yo- 
um, New York, to handle its ad- 
ertising. The station will be affili- 
ited with the American Broadcast- 
ng Company as a basic outlet. 


Joins Geare-Marston 


Edward B. Harvey, formerly a 
partner in the publicity firm of 
Harvey & Wilder, Philadelphia, 
has joined the public relations de- 
partment of Geare-Marston, Inc., 
Philadelphia. 


To Kuttner & Kuttner 


Nathan Goldenberg, formerly an 
account executive of Klein & As- 
sociates, Chicago, has joined Kutt- 
ner & Kuttner, Chicago, in the 
same capacity. 


To Melamed-Hobbs 


U. S. Air Conditioning Corpora- 
tion, Minneapolis, has named 
Melamed-Hobbs, Inc., Minneapolis 
office, to direct the advertising for 
its line of packaged,. refrigerated 
air conditioning systems. Trade 
publications and magazines will 
be used. 


Sheerr Names Waldman 


Sol S. Waldman, former vice- 
president of the Modern Merchan- 
dising Bureau, New York, has been 
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chester, N. J.; Philip L. Sheerr & 
Sons, Philadelphia, and Stark- 
Amoskaeg Woolen Mills, Man- 
chester, N. H. 


appointed director of advertising 
and promotion for Sheerr Brothers 
& Co., New York, selling agent for 
Arms Textile Mfg. Company, Man- 


hica 


qo he 
Mefender 


IN EXCESS OF 200,000 


Photograph by courtesy of lowa State College, reproduced 
in “The Alumnus"—on Consolidated Coated Paper 


Consolidated Coated 


Papers } 


If you now use coated papers, a change to 
Consolidated Coated may substantially 
reduce your paper cost. If you now use 
uncoated papers, you may find that Con- 
solidated Coated materially improves 
present printing results, at no extra cost. 

By “streamlined” manufacturing 


MAIN OFFICES 


Faithful Printed Re 


Require Fine Co Productions 


conomica lly a 


apers, 


idated Coated 


PRODUCTION GLOSS 
MODERN GLOSS 


methods, Consolidated produces a superior 
coated paper within the price range of 
uncoated paper. Many publishers, adver- 
tisers and printers, large and small, find 
Consolidated Coated, manufactured in 
weights down to 45 pounds, meets almost 
every printing need. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


Five Modern Mills 


WISCONSIN RAPIDS, WISCONSIN 


135 SO. LA SALLE ST., CHICAGD & 
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WEAM., Arlington, Sold 


One of the Washington area’s 
new daytime radio stations has 
been sold for $67,500 by the 
group of seven local stockholders 'operate under a proposed “expan- | 
that optimistically pulled on the) sion.” 
switch just 10 months ago. The| 


station, WEAM, Arlington, Va.,! Adds Halverson 


Charles P. Halverson, formerly | 
STOCK CUTS |: 


representative at large for) Appoints Lynes A.M. 
Complimentary 144-page 


Barnes & Reinecke, Inc., Chicago,; William E. Lynes, who for the 
Handbook of top illustra. | industrial engineer and designer,| past 10 years has been with the 
tions to Printing and Adver- |has been made a member of the | Shawinigan Water & Power Com- 
coal my eee! wed P aoe eon |Chicago executive group of Wolf |pany, has been appointed adver- 
me Management Engineering Com- |tising manager of Canadian Resins 
STIVERS STUDIO pany. He will be available for |& Chemicals, Montreal, where he 
Me non eo ies | advertising and sales promotion | will direct the promotion of Viny- 

consultations. ‘lite plastics. 


| 


goes to Harold and Meredith Ws AU Joins NBC 


Thomas of Asheville, N. C., ac-) ; : 
cording to the application filed) Station WSAU, Wausau, Wis., 


with the FCC. Stockholders said | Will be the 170th station to affil- 


© 


tion, owned by the Journal Com- 
pany and operated on unlimited 
time, will join’. the 
July 29. 


— 
—S_ ~s - 
— Cag nh Fee 


ye er 


Legion Mail Push 
for Americanism 


‘they preferred to sell rather than | iate with NBC. The 250-watt sta- | 


‘to Start April 1 


network | 
,than 10,000,000 booklets monthly 


- when cigarettes were scarce 
WDNC sent ’em to you! 


when nylons were scarce 
WDNC sent ’em to you! 


we / 


Bk ets 
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AN EIGHT TIMES BIGGER AUDIENCE 


WITH SIX TIMES MORE RETAIL SALES! 


* * * 


5000 warts Day - 
1000 Watts Night 


620 Ke. 


ESTABLISHED 1923 


OWNED BY 
HERALD-SUN NEWSPAPERS 


INC * -* . 
PAUL H. RAYMER ificracsenrarive 
The CBS Station In Durham, N.C. The South’s No. One State 


production 
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consists of a glossary of words 
used frequently in ideological dis- 
cussions, another is a check sheet 
zomparison of democracy and 
Communism on a dollar-and-cenis 
basis. 

Unable to assume the entire fi- 
nancial burden of the multi-mil- 
on the “Dividends from Democ-| lion dollar program, the Legion 
racy” drive is the eventual goal | decided to secure mailing lists, and 
‘of the American Legion, which |$1-35 subscription to cover the 
expects to have the first 1,000,000 | Series of twelve for each name, 
Preeeeent in the mail by April 1.| from local sponsors. Legionnaires 

Consisting of 12 mailing pieces | are volunteering their services at 
in full color, local Legion posts | the community level. 
have been soliciting manufactur-| Reuben H. Donnelley Corpora- 
ers, business men and labor|tion is handling the mailings. 
unions to secure financial sponsor- oa di a sit aaa 
ship for the direct mail series, 
during the past several weeks. 


INDIANAPOLIS—Mailings of more 


Blue, Rose and Green 
Already, close to 1,000,000 fam- Lead Decorating Colors 


‘ilies have been added to the list.) The Waverly Fabrics division 
|Mailings will cost sponsors $1.35/9f F. Schumacher & Co., New 
‘per family. First booklet in the| YT, has awarded the first prize 
: : . ey |of $250 in the Waverly national 
series is entitled: “Wanted—Ten | ,,,) ae 
hie ~ ‘ poll of color opinion for 1947 to 
Million Salesmen.” It contains 12) 9. A. Wells of the Wells Interior 
pages in which the purpose of the |Decorating Company, Jackson, 
campaign is explained, with en-| Miss., for accurately picking the 
dorsements from religious, labor, | best selling colors. 
business and government leaders,| More than 10,000 buyers of 
plus a spread on “the number one | decorative fabrics were asked to 
‘job of all Americans.” submit their choice. Based on ac- 
: | tual sales figures of 1947 the No. 
Tell Production Story | 1 color was blue, with et 
|second and green third. ollow- 
Booklets to follow tell the story ing the three top favorites were 
of American industry in terms of | gold, magenta, white, red, sprig 
achievements. One| green, pink and teal green. 
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...- for Bene provides 


the “know how” to assist you in organizing 
your art and copy . . . determining your 
method of printing . . . producing your 
work economically and quickly. Publications, 
catalogs, booklets, direct mail from black and 
white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCELLO PRESS wn. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 
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, Appoints Sunderman 


Edward H. Sunderman, formerly 
sales manager of the Westerman 
Print Company, Cincinnati, has 
joined Progress Lithographing 
Company, Cincinnati, to be in 
charge of sales and management. 


Joins Wagenseil 

Ralph C. Reynolds, formerly art 
director of T. Ronald Allen & Staff, 
Dayton, has joined the art depart- 
ment of Hugo Wagenseil & Associ- 


Forms Research Firm 


B. L. Schapker, formerly mer- 
chandising research manager of 
Kroger Company, Cincinnati, has 
opened a research service in the 
Carew Tower, Cincinnati. The 
service will cover market analysis 
and research, with special atten- 
tion to food retailing problems. 


WABD Names Thompson 


Wade Thompson has been ap- 
pointed sales promotion and ad- 


WABD, New York. Former pro- 
motion manager of KQW, San 
Francisco, he has been associated 
with NEA Service in New York 


for the past year. Harry Coyle, 
who has been with WABD for 
two years, has been promoted to 
manager of remote operations. 


LAURENCE, INC 


547 SOUTH CLARK STREET 


+ CHICAGO * WABASH 6284. 


PHIZ — Bostwick Laboratories, Bridge- 
port, Conn., will market Hep aerosol 
insect killer in this 12-ounce can-type 
dispenser that has a push button 
mechanism for spraying. 


Healthy Demand — 
for Radio Sets, | 


Newspaper Finds 


New YorK — Most New York 
Herald Tribune readers intend to 
buy a new radio. Some 52.4% 
want radio-record playing com- 
binations; 24.4% plan to buy an 
FM set, and 11.1% are in the mar- 
ket for a television receiver. 

These are some of the conclu- 
sions arrived at in the radio sec- 
tion of the Herald Tribune’s fifth 
biennial. continuing home study. 

Of the families interviewed, 
87.4% indicated they hope to pur- 
chase one radio, 11.5% are plan- 
ning to buy two and a small per- 
centage three or four sets. More 
than half of these potential cus- 
tomers will be shopping for con- 
soles, while 25% specified table 
models. 

Judging from this survey, most 
of the homes on the Herald Trib- 
une’s circulation list have a Philco, 
Emerson or RCA Victor radio of 
some type. In table and portable 
models the preferred three rank 
as follows: Emerson, Philco and 
RCA Victor. In the console cate- 
gory Philco and RCA Victor lead 
the list. Motorola, Philco and 
RCA Victor were mentioned most 
frequently in the car radio list- 
ings. 

Leaders in the table model rec- 
ord player category were RCA 
Victor, -Philco and General Elec- 
tric. For portable, record player 
combinations Emerson,’ Philco and 
RCA Victor were in first place. . 


Echo, Chaney Team Up 


Echo, Inc., Springfield, O., man- 
ufacturer of thermometer tubes 
for the calendar and _ specialty 
trade, has become affiliated with 
John L. Chaney Instrument Com- 
pany, Lake Geneva, Wis., manu- 
facturer of technical and industrial 
type thermometers and glass in- 
struments. John Chaney becomes 
vice-president in charge of sales 
and technical adviser of Echo. 
Lester E. Hiney is president of 
Echo. 


Seven loin AFA 


The foliowing companies have 
‘ecently joined the Advertising 
Federation of America: Standard 
Oil Company of Indiana, Chicago; 
Florida Times-Union and New- 
man, Lynde & Associates, Jack- 
sonville; WAPI and WSGN, Bir- 
mingham, Ala.; Bruce Moran & 
Co., and Charles A. Rawson & 
Associates, Atlanta. 


Appoints Harold Bromel 


Harold Bromel, who before the 
war was general manager of Carl 
Bromel & Sons, Detroit advertis- 


ing display and exhibit company, 
las been appointed district sales 
representative in Detroit for the 
Chicago Show Printing Company, 
creator and producer of point-of- 
sale advertising. 


ates, Dayton. 


vertising manager of Station 


Then we get ideas... 
ideas that make your whole ad- 
vertising campaign more resultful 
..-ideas that click at the spot 
where sales are made. 


We produce! Our plant is 
equipped to print or lithograph 
on cloth, cardboard; fiber and 
famous “Self-Stik" Mystik Print 
(with the adhesive back)... at 
high speed, with finest quality. 


We’re specialists in point- 
of-sale advertising. When you 
call us you get expert help on 
one of your toughest jobs. 


FEBRUA 


We submit plans .. . 
plans for your complete year- 
around program of point-of-sale 
advertising. Ora plan for a single 
piece or single promotion. 


We're self-starters. 
You don’t have to tell us what to 
do. Just give us a chance to study 
the problems and objectives of 
your sales program. 


We create and design 
the necessary displays, in our 
own art and creative department 
... displays of every kind—litho- 
graphed, printed, constructed. 


—— 


CHICAGO 
SHOW 


PRINTING 
COMP Amy 


We distribute eee Yes, 
we undertake the whole job from 
idea to final distribution to the 
point of sale. What do you do? 
Just call your secretary now and 
ask her to phone or write... 


in Point-of-Sale waned 


N. KILDARE « CHICAGO 39 « SPAULDING 1600 « Offices Coast to Coast ® In Canada, G. A. Moggridge Co., Ltd., St. Catharines, Ont. 
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44 
Gets Food Account 


Kuster Laboratories, Inc., San 
Francisco, manufacturer of Flavor 
True Meat Magic and other food 
products, has appointed Jean Scott 
Frickelton, San Francisco agency, 
to direct a campaign using radio 
and newspapers. 


To Use New Trademark’ 


Starting April 1, Southern States 
Iron Roofing Company dealers 
will use the new trademark 
SSIRCO, which will replace “Ever- 
wear” and “Southern States.” Gray 
& Rogers, Philadelphia, is the com- 
pany’s agency. 


Drug 


INDU 


& Cosmetic 


STRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 


ee re ee ae 


‘National Woman’ 
Does Not Exist, 
Avers Stanford 


MINNEAPOLIS—“National adver- 
tisers are being led up the gar- 
den path to slaughter when sold 
on a ‘national or average woman,’ ” 
Alfred B. Stanford, director of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
told the Minneapolis Advertising 
Club at a luncheon meeting. 

Mr. Stanford supported his 
statement with figures compiled 
by the bureau’s research depart- 
ment. “Vast differences,” he said, 
“exist among women buyers re- 
garding shopping days, type of 
retail stores patronized and the 
kind of products and brands pre- 
ferred.” 

He said the nearly 54,000,000 


IF PRODUCTION is to proceed smoothly 


and efficiently it is important that a manufacturer’s 


equipment be properly maintained. 


This is particularly true in the electrotype and 


mat industries. .P & A has a man for this exclusive 


purpose. He sees to it that all saws are kept sharp- 
- ened, that motors be overhauled when necessary, 
that oil be changed regularly in moulding presses 


and compressors, chemicals supplied for ~ plating 


solutions, lighting equipment be kept in order. Tables, 


racks, special apparatus and fittings too,-must be 


constructed periodically. 
The purposé“6f this supervision? That P &.A 


customers nevér be denied service through faulty 


operation of equipment. 


PARTRIDGE & ANDERSON COMPANY 


MATRICE MAKERS «+ 


ELECTROTYPER 


S « NICKELTYPERS «+ 


STEREOTY PERS 


712 FEDERAL ST., 


CHICAGO 5, 
TELEPHONE: 


ILLINOIS 
HARRISON 3732 
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NEW COMMODORE—Alfred Stan- 
ford, director of the Bureau of Adver- 
tising, ANPA (center), gets plaque 
from Joyce Swan, Minneapolis Star and 
Tribune, making him an honorary com- 
modore of the Minneapolis Aquaten- 
nial. Prof. Tom Barnhart, Minneapolis 
Advertising Club president, looks on. 


U. S. women own 43% of the na- 
tion’s corporate stock, 60% of all 
savings, and are beneficiaries of 
80% of all life insurance policies. 
In 84% of the total family sales, 
women voice the deciding opinion, 
according to Mr. Stanford. 


Shows Variations 


“But when these statistics are 
broken down into details, many 
confusing facts are uncovered,” he 
continued. For example, he said, 
great differences in types of food 
stores patronized by women were 
discovered. In Philadelphia, only 
30% of women’s food shopping 
was done in independent stores, 
whereas in St. Paul, 70% shop in 
that type of store. 

The fact that Columbus women 
buy three times as much instant 
coffee as St. Paul women was 


proof that there is no “national 
or average woman.” He pointed 
to these other variations: Less 
than half of Columbus women 
buy packaged tea, and 81% of St. 
Paul women buy it; 43% of women 
here buy grapefruit juice, com- 
pared with 69% in Sacramento; 
Hills Bros. gets 35% of St. Paul 
coffee. business but only 1.9% of 
the Columbus trade. Ivory Flakes 
for dishes leads with 24% in 
Philadelphia but is bought by only 
9% in the Twin Cities, which pre- 
fer Dreft. 


No Media Advantageous 


Mr. Stanford said a recent sur- 
vey of women’s leisure habits 


given by Mr. Stanford as further| , 
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showed that 12% of those ques- 
tioned had read a book the day 


,| before, 40% had read a magazin>, 


74% listened to the radio and 85 
had read their newspaper. 
-“Newspaper advertising is a:- 
tually sought out by women,” said 
the bureau’s director. “They are 
actually more interested in adver- 
tising, particularly department 
store advertising, than in editoria] 
matter. Local advertising shows 
an over-all average of 94% reader- 
ship, which is a full 10% above 
the leading editorial feature.” 

He conceded that no media have 
inherent advantages for particular 
advertisers. “Rather,” he pointed 
out, “the way the medium is used 
is what counts.” 

Joyce Swan, vice-president of 
the Minneapolis Star and Tribune, 
awarded a plaque to Mr. Stanford 
making him an honorary commo- 
dore of the Minneapolis Aquaten- 
nial, annual water carnival. 


William Wise & Co. 
Starts ABC Show 


William H. Wise & Co., New 
York, is sponsoring a quarter- 
hour program over 53 stations of 
the American network. -The show 
features the human interest stories 
of Sydney Walton. 

Time was bought through Huber 
Hoge & Sons. Commercials will 
be devoted to the publication, 
“The Handyman.” 


To Schneider, Cardon 


Wrigley Tooth Paste Company, 
Montreal, has appointed Schneider, 
Cardon Ltd., Montreal, to direct 
its advertising. A test campaign 
will be released in Montreal 
shortly. 


Noxzema Names Two 


Ed A. Armstrong and Gordon 
Gray have been named division 
sales managers of Noxzema Chem- 
ical Company, Toronto. Both have 
been with the company for a num- 
ber of years. 


Syrett Joins Ferres 


Robert Syrett, who formerly 
operated a direct mail advertising 
service, has joined Ferres Adver- 
tising Service, Hamilton and To- 
ronto, as assistant to Edmund 
Ferres, head of the agency. 


Dolph Names Fader 


John C. Dolph Company, New- 
ark, N. J., manufacturer of elec- 
trical insulation varnish, has ap- 
pointed Franklin Fader Company, 
Newark, N. J., to handle its ad- 
vertising. 


| 7 Year North 
-| Hits 3 Billion Dollars. 
| 


Cash receipts from 


MEANS BUSINESS 


Dakota Farm Income 


North Dakota mar- 


ketings in last seven years exceed 3 bil- 


income for the previous 


The Fargo Forum, 


lion dollars and-are about equal to the 


20 years. 


More than 47,000 families buy and read 


Daily and Sunday. 


THE FARGO FORUM 


Published Morning, 


Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith C« 
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Pulse Report Says 
Listenership Up 
in Five Cities 

New YorkK—Radio listenership 
is on the upswing in the five cities 
covered by Pulse, Inc. The sets- 
in-use figure for the January- 
February report was 25.5 against 
23.8 for the preceding bi-monthly 
period. 

incinnati continued to set the 

pace for radio listening with 30.7, 
compared with 22.9 for Philadel- 
phia, 23 for Boston, 24.7 for Chi- 
cago and 26.2 for New York. 

Jergens’ Walter Winchell (18.4) 
and Lever Bros.’ “Amos ’n’ Andy” 
(17.9) took places among the top 
10 evening shows, replacing Red 
Skelton (Raleigh) and Mr. Dis- 
trict Attorney (Bristol-Myers). 


The favorites: 
Jack Benny (Lucky Strike), 


REAR Serre 28.8 
Radio Theater (Lux), CBS...... 26.5 
Charlie McCarthy (Standard 

ED. SUIS, 0 40.5 0-4-0 ko 010.010 Biba 25.3 
Fred Allen (Ford Dealers), NBC. 23.6 
Bob Hope (Pepsodent), NBC....21.6 
Bandwagon (Fitch), NBC....... 20.8 


Fibber McGee (Johnson’s Wax), 

NBC 

Truth or Consequences (Duz), 
BC 


ee 


gram (CBS), sponsored by Ches- 
terfield, led the daytimers with a 
score of 8.2. 


LUX THEATER TOPS 
IN ‘ENJOYABILITY’ 

New YorK—Lux Radio Theater 
has outdistanced its competitors 


in another type of radio measure- | 


ment. 

In analyzing three qualitative 
surveys made on nationwide radio 
programs last month, Gallup’s 
Audience Research, Inc., singled 
out the hour-long CBS drama as 
the program mentioned most 
often by persons who were asked: 

“During the week ending last 
night, what one radio program 
would you say you enjoyed the 
most?” 

Runnersup—and several paces 
behind—were Bob Hope (Pep- 
sodent), Jack Benny (Lucky 
Strike) and Red Skelton (Raleigh). 

One of the most surprising re- 
sults of the poll was the wide 
diffusion of votes. “An average 
of 190 different programs were 
mentioned as ‘most enjoyed’ in 
each survey,” Sam H. Northcross, 
ARI radio head, said. “This in- 
dicates to us that there are prob- 
ably a lot of sleepers on the air- 
waves which might fare very well 
if given the proper time and net- 
work breaks. 

“It is certainly significant that 
over two-thirds of the programs 
mentioned in these polls were not 
those ordinarily considered in the 
radio ‘big time’.” 


Name Wagenseil Agency 

Hugo Wagenseil & Associates, 
Dayton, has been named to direct 
the advertising of Lowe Brothers 
Company, manufacturer and dis- 
tributor of paints; Lowe Brothers 
Paint Stores, retailer, and Federal 
Glass Company, Columbus, O., 
manufacturer of glassware, tumb- 
lers, tableware, kitchenware and 
decorated ware. 


Cory Snow Moves 


_Cory Snow, Inc., Boston adver- 
tising and merchandising agency, 
has moved to larger offices in the 
Sherwin - Williams building, 655 
Beacon St. In addition, the agency 
has added a photographic studio 


and darkroom to serve all agency 


photographic requirements. 


Elects Kilbourn 


F. B. Kilbourn, formerly execu- | 


tive vice-president and general 
manager of the Canada Cement 
Company, Montreal, has been 
elected president of the company, 
succeeding J. D. Johnson, who has 
been made chairman of the board. 
Mr. Kilbourn is succeeded by J. M. 
Breen, formerly assistant general 
manager. 


McLoughlin Joins AA 
James J. McLoughlin, formerly 
advertising and sales promotion 
manager of Warwick Mfg. Com- 
pany, and before that in similar 
posts with Automatic Electric Cor- 
poration and Conlon Corporation, 
has joined Advertising Publica- 
tions, Inc., as promotion manager. 


Appoints Meuschke 
Frederick W. Meuschke, for- 
merly advertising manager of 
Rumford Chemical Works, Rum- 
ford, R. I., has been named assist- 
ant sales promotion manager of 
the plastics division of Monsanto 
a Company, Springfield, 
ass. 


Sport Group Elects 


The Canadian Bicycle and Sport 
Goods Dealers’ Association has 
elected Harry B. Kennedy, presi- 
dent of Harry B. Kennedy Ltd., 
Toronto, sporting goods, president. 


Premium Ads Promote 
Lyons Tooth Paste 


Sterling Drug, New York, will 
launch a spring campaign for the 
new Lyons tooth paste, involving 
a premium offer of an Atlas crys- 
tal hostess dish with each 50 cent 
tube purchased in retail drug 
stores. Copy will appear in 50 
newspapers, beginning with a 600- 
line insertion and followed by 
two 300-line ads. 

Full color one-third page ads 
will appear in Puck—the Comic 
Weekly and the basic Metropoli- 
tan Sunday comics group. Thomp- 
son-Koch Company, New York, 
handles the account. 


Berger Promotes Howes 

C. E. Howes, assistant manager 
of sales for the equipment divi- 
sion, has been appointed manager 
of sales of the steel equipment 
products, Berger manufacturing 
division, Republic Steel Corpora- 
tion, Cleveland. 


Forms Film Company 

Cavalcade Productions, Inc., a 
new firm specializing in 16mm. 
color films, has been formed in 
Park Ridge, Ill., with Henry Ushi- 
jima as president. Mr. Ushijima 
formerly was director and super- 
visor of editing of Coronet In- 
structional Films. 


Names Bass-Luckoff 


Interstate Associates Company, 
Los Angeles, national distributor 
of Revelation soft drink cup dis- 
pensers, has named Bass-Luckoff, 
Hollywood, to direct its advertis- 
ing. Newspapers, business papers, 
direct mail and dealer aids will 
be used. 


Over 30 years 


NEW LOCATION — 


Midwest’s largest and best equipped plant for designing 
and manufacturing display advertising and quantity signs. 


400% EXPANSION 


duced and installed. 


FINISHED PRODUCTS 


Convention exhibits and trade 
show displays designed, pro- 


AMERICAN 
DISPLAY 
STUDIOS 


359 W. HUBBARD ST., CHICAGO 


Call SUPerior 5484 


how to tell a HOG «.. 


THIS IS YOUR INVITATION to sit in on a significant marketing 


advance .. 


revolution eventually affecting the breakfasts of most U. S. families... 

For sheep and cattle, market grades have been well established. But 

pigs are still pigs, bought and sold pretty much on a per-pound basis. 
Canada, England and Denmark appraise hogs by the value of the dressed carcass 


. get a ground floor understanding of an agricultural 


... encourage the production of quality lean meat. 


So in a series of four articles in the March issue, SuccEssFUL FARMING 
outlines the urgent need for improved marketing and grading of hogs... 
and urges the cooperation of growers, packers, experiment stations... 
Because what SF recommends today is usually accepted farm practice 


tomorrow ...see pages 27 to 34 for this significant series! 


1 man to 500 hens... can feed and water in an 
hour, collect eggs four times a day... without setting 
. foot in henhouse!.. .“‘Freedom from Poultry Chores”... page 26. 


, Most missed market. . 


15 Heart States . . 


. .. deeply penetrated only by Successrut FARMING . . 
1,200,000 circulation among farmers with the best brains, richest soil, 


. lightly covered by national magazines and networks 


average gross income (’46 without gov't payments) 
of $7,860—$3,252 above national farm average. 


With farm income and production at peaks, 


and medium! . 


Chinese caterpillar... Nanking native with 

E swing hoe plows up to one-twentieth acre for 50c pay 
per day ... equivalent to $10-12 U.S. per acre. ..many 
times cost in mechanized cornbelt! . . .““Down , | 

Machinery Row in 1948”... page 22. 


. are the best U: S. farmers in the 


record savings and cash in check books . 
audience is the best class market in the U. S. today! 
No advertising is really national without this market 


. . Full facts, call any office . . 


. with more than 


.. the SF 


SuccessFUL FARMING, Des Moines, New York, 


Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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; 
| is “Sun Kissed.” The present name|able to large corporations only. | ing is found in the breakdown cf ion am 
S Ik t M k 40 y was worked out in conference, and|The budget which supports the! the advertising department: con- But 1 
| : un is ar Ss gars is the only version actually used /|advertising and other Exchange|sumer advertising; dealer servic: - ‘oo hig! 
| in advertising. Lord & Thomas|functions is raised by an assess-/| nutritional and research; educa- hind th 
7 7 and Foote, Cone & Belding, the|ment on each box of oranges,|tion and home economics. them a 
. as ationa vertiser agency which succeeded L&T, have|lemons and grapefruit shipped by! The first great impetus ‘o vractice 
| roe os ony through its en-|members. The money assessed is| greater consumption of orang:s - cau 
a: ; P a: : ire 40-year history. apportioned in advertising, and/| was a premium offer of a 50-piece when a 
| us (Continued ram Page a) public appterances wits the ag Ved The first campaign was not/oranges being by far the major | “Orange Blossom” pattern silver- ings Cé 
_ __ istic of the organization. choam. by Drake University for! sy paid for by the Buch rop, get the lion’s sh featuri ial service 
In honor of the anniversary and| the Drake Relays. The Orange -~ iene ange, | Crop, s i moe 8 cues. ware set featuring a r= epg ze P ill 
' Iowa’s part in it, the business | Queen will present gift baskets of whose directors were then re- Exchange advertising has been | veloped spoon for eating oranges will Spt 
| eum 66. Des Moines have de.|oranges to the governor of lowa, luctant to spend money in that|noted for its moderation and re-|as we now do -grapefruit. This ad bud; 
H clared March 5 to 13 “Orange|the mayor of Des Moines and fashion. It was sponsored jointly straint. Some of this may be at-| was in 1912. The spoon could be 000 pe! 
Week.” Younker’s of Iowa will|other prominent officials. One with the Southern Pacific Rail-|tributed to the influence of the | obtained by sending-in 12 Sunkist This v 
hold i California fashion show in| thousand orange blossoms will be road, whose stake was the at- continuing research it supports to| wrappers and 12 cents. The re- service 
. : , cd ee tn haatadh eoroames toe the traction of people to the area they |improve and explore every phase | mainder of the set was offered in the job 
cooperation with the California P & serve, and the increasing of ship-|of its business from problems of | the same manner instituti 
‘ Apparel Creators. Don Belding, | fashion show. ; ments to the East the growers to the development of . showing 
Foote, Cone & Belding, and D. M.| But with all these evidences of The S-P got results too, and to|new uses for citrus fruits, and Largest Buyer of Silverware pulletin 
Anderson, Sunkist director of in-| the modern techniques of promo- this day there is a heavy concen-|further investigation of the nutri- : : : advertis 
formation, will speak before serv-| tion, that used to launch the first biti ain f- Cinien tent a seth. | thee aes bins gna sit anata: Oe Reaction was immediate. Dis- y 
ice clubs on March 8; several radio | advertising offers a worthy rival| California. Among those who/}their products ee ere Nee Mere eee net 
appearances are scheduled. The in terms of audience and penetra- came. four ware later Phare ov- P 7 pieces quickly exceeded 5,000 The 4 
Register and Tribune will print|tion. Special, bannered trains oehen a te citi. Sten “es the ‘Responsibility to Consumer’ daily. Today there is no record service 
19,000 copies of the issue in which | carried the oranges. The arrival) | omers became oo alt thus| As much public relations as ad- of how many pieces of silver were purely | 
the first Exchange advertising ap-|of the trains at points en route expanding total production. Total|Vertising, it springs from the ap- distributed by Sunkist, but In- J onphas 
peared on the back cover, in three | was bulletined in towns through- bids. Sede thas non $12 500 each | proach expressed by Mr Eller: ternational Silver declares the mass d 
colors. Of these copies, the Reg-| out the state. Dealers added their on ganization adil annee rn d for|“Any true concept of advertising Exchange was the largest pur- They st 
ister and Tribune will distribute |Support with displays and news-|))b° Con oy (PPFOP involves a responsibility to the|Caser of flat silverware in the | otailer 
10,000 in Iowa, while Sunkist will | Paper advertising. Outdoor post- paign. consumer.” There’s no monopoly world during the period 1912- pricing 
circulate the remainder among its|ers proclaiming “Oranges for Now a $3,000,000 Budget on this ‘ountone heat ‘Gow hewn Golan 1917. The offer was discontinued sales ar 
wholesalers, salesmen, and others | Health—California for Wealth,”| (The. following year the Ex-| veyed it to the public so well. The an 1817 as i became incressingly want n 
in the organization. blanketed the state. A prominent change set up a $25,000 budget, | thoroughness of the research mind dificult to get silver because of cause tl 
Sows Tuems to Callieents lecturer toured the larger cities | and since that time advertising |is found in the definition of “con- —— re pO gnc Sati wiggua " metrica 
| telling of California’s advantages | expenditures have risen steadily.|sumer responsibility” offered by |'¢P/@cements still c ! people 
In preparation for the event/with particular emphasis on the| This year $3,000,000 will be spent|Mr. Eller: “First, last, and al-|_ I 1915, the Harvard School of Deale 
Sunkist sent a team of men to orange industry. for advertising. ‘ ways, whatever a advertionr sub- Business was commissioned to clearing 
Iowa to work with retailers in the ‘Sunkist’ Mark Is Bo While most consumers don’t| mits to the public must involve a|™@ke a study to determine how § ideas « 
| building of appropriate displays oo . - consider the matter, those who do| benefit to those for whom it is|S@les and distribution of citrus vegetat 
| of citrus fruits. During the week,| Sunkist was not used as 4|are likely to think of Sunkist as a|intended. This applies to his|fruits could be improved. This unselfis 
35 pieces of original art for out- | trademark in the first ads. It was! multi-million dollar corporation.|product, his advertising, his|>rought the answer: “The retail good ° 
standing ads since 1908 will be|not until the fall of the year that Actually the Exchange is a group samples or premium offers, his | srocer is the bottleneck.” The Ex- “101 Pi 
displayed in prominent stores. Mr.|it came into use. Originator was/of relatively small growers or-|sales promotion and dealer serv-|change was getting the fruit to Depart! 
Eller will bring an “Orange|Richard C. Brandon of Lord: &| ganized to get for themselves the ice, or any other coordinating ac-|the wholesaler efficiently; the It deal 
Queen” with him who will make|Thomas, whose conception was/ marketing efficiency usually avail-| tivity.” A reflection of this think-| wholesaler was getting distribu- — 
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ORANGE PROMOTION THROUGH THE YEARS—in the center, above, is the 3-color page in the bonanza ad, ‘Drink an orange,’ from the Feb. 15, 1916, Saturday Evening Post, which marked first use er ta 
Des Moines Register and Leader of March 2, 1908, which marked California Fruit Growers Exchange's of the orange juice idea. Below is the forerunner of vitamin advertising, from the Jan. 21, 1922. eved 
entry into advertising. Note that the Sunkist name had not yet made its appearance. At left above Literary Digest, and a Saturday Evening Post 1917 ad which is believed to be one of the first pieces ealth 
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tion among retailers. 

But the retailer priced oranges 
too high, didn’t put any effort be- 
hind their sale because he deemed 
them a luxury. It was common 
yractice to keep oranges under 
the counter to be produced only 
when asked for. From these find- 
ings came the far-flung dealer- 
service organization which in 1948 
will spend $500,000 (16% of the 
ad budget), and make some 100,- 
000 personal calls on the trade. 
This work is mainly personal 
service but includes contacts with 
the jobber, the retailer and the 
institutional market; direct mail; 
showing of films; jobber service 
bulletins and trade publication 
advertising. . 


40 Servicemen 


The 40 men engaged in dealer- 
service do no selling. Theirs is 
purely an educational job. Major 
emphasis is placed upon obtaining 
mass displays featuring Sunkist. 
They show the wholesaler and the 
retailer how proper display and 
pricing of Sunkist can increase 
sales and profits. Particularly they 
want mass, jumbled displays be- 
cause they know the precise, sym- 
metrical display discourages 
people from handling and buying. 

Dealer-service men serve as a 
clearing-house of merchandising 
ideas on all types of fruits and 
vegetables, in the knowledge that 
unselfish service builds lasting 
good will. A current booklet, 
101 Profitable Ideas for the Fruit 
Department,” is a good example. 
It deals with citrus fruits, to be) 
sure, but in addition includes such | 
subjects as: “Where Should the | 
Produce Department Be Located,” | 
“How to Build Fruit and Vege- 
table Stands That Make Sales,” | 
“Care and Display of Fresh Fruit | 
and Vegetables,” “How to Cut) 
Spoilage Losses.” These men are. 
careful to point out the low spoil- | 
age factor for oranges and the | 
high’ annual turnover of 84. 

Direct mail is used where per- 
sonal calls are made infrequently 
or never. In an average year more 
than 15,000 requests for display | 
and other advertising material are 
serviced, in addition to those 
handled by personal calls. The di- | 
vision also handles jobber sales | 
meetings; educational exhibits de- 
signed to foster grower coopera- 
tion and programs to increase citrus 
consumption in the growing area. 


The Big Idea Starts 


The BIG idea hit in 1916. It 
was: “Drink an. Orange.” Until 
that time only the wealthy or food 
faddists squeezed oranges for 
juice. To the general public it 
was a totally new idea. The vital 
fact here was that people will 
consume approximately three 
times as many oranges for juice 
as they will eat. Today, over 80% 
of orange consumption is in juice. 

Previously lemons had _ been 
squeezed, but the juicers were 
usually too small for an orange, 
so the Exchange developed its 
wn and offered it in its advertis- 
ng for 10 cents through “your 
srocer or fruit dealer.” Within a 
‘ew months more than 600,000 
vere sold, total distribution reach- 
ng over 3,000,000. 

Distribution. of a heavy duty 
!10del for institutions and public 
ating places reached 90,000: some 
00,000 home electric juicers have 
een sold to entrench the juice 
iabit with the public. Result was 
hat by 1920 annual per capita 
onsumption was 39. 


Health Is Basic Appeal 


From the outset, health had 
een the basic advertising ap- 
eal but there was little clinical 
vidence to back it up and the 


vitamins in food was run in the 
Jan. 21, 1922, Literary Digest. 

The health appeal has continued 
as the basic theme in all Sunkist 
advertising, and there has been 
a continuing program of research 
grants to leading educational in- 
stitutions. A notable feature of 
the studies supported by the Ex- 
change is the fact that the insti- 
tution making them is always free 
to publish results whether or not 
they are favorable to citrus fruits. 

Clinical evidence obtained has 
shown such facts as: many people 
are deficient in vitamin C, and 
oranges and lemons can supply the 
deficiency; citrus fruits are bene- 
ficial in retarding tooth decay and 
reducing gum troubles; citrus 
fruits promote growth, aid appe- 
tite and digestion, build resistance 
to infection. There is no bombast 
in the presentation of these facts 
in advertising. 


Stresses Believability 


The Exchange desn’t believe in 
extravagant claims even when 


true. It believes that to be con- 
vincing, claims must be presented 
in a believable manner and backed 
by acceptable proof. This doesn’t 
mean every possible use isn’t made 
of the research. Widest distribu- 
tion is made of material contain- 
ing these facts. Reprints are sent 
to dentists, doctors, and other pro- 
fessional people; such data as ap- 


son given for censuming oranges, 
the fact that they are delicious 
gives them a natural food accep- 
tance, and this acceptance we en- 
deavor to enhance by the use of 
appetizing illustrations and 
recipes.” 


Does Nutritional Work 
Closely supporting the nutri- 


plies is included in recipe books; | *#0nal and research activity is the 
lesson material is prepared for in- educational and home economics 


stitutions and schools. 

Sunkist officials believe the wide 
recognition and acceptance of their 
research conclusions have been 
due to the restraint and thorough- 
ness with which it has been pre- 
sented. A _ publication, ‘“Nutri- 
tional Research,’ has been the 
method used to get such data to 
professional people. In addition, 
approximately 2,000,000 educa- 
tional booklets are sent to teachers 
and dietitians each year. 

In electing health as the central 
advertising theme, taste is not 
overlooked. Says Mr. Eller: 
“While health is usualiy the rea- 
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division. For more than 24 years 
Sunkist has been developing and 
testing recipes in its own kitchens. 
No phase of eating is neglected. 
Inquiry is made into the use of 
citrus fruits for drinks, appetizers, 
marmalades, salads, desserts, with 
meats and vegetables. 

Recipes are printed in full color. 
There is a film covering recipes 
for group showings. Food lessons 
are offered to teachers who must 


Your SOURCE for complete  —— 
PREMIUM and CONTEST operation 


‘Skilled ‘manpower, ample space, modern methods enable us 


to assume the full responsi 
details connected with 
information, 


r AND $ 
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lity of handling, servicing of all 
premiums and contests. Write for 
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heme was used in a general man- 
er to indicate oranges were be- 
eved by many to be beneficial to 
ealth. By the early ’20s, research | 
gan to pay off and what is be- | 
lieved to be the first ad selling | 
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...lthe California without the 


lion ollar alley of the — ees 


Tz IS NOTHING missing from California's great 
Valley market. Total buying power is nearly 2 Bil- 
lion. Annual retail sales now exceed 1% Billion—and . 


they're still climbing.* 


Yes, all ingredients are here—the buying habit, the 
buying power, and a productive advertising combina: 
tion. Far and away the favorite newspapers in the 
Billion Dollar Valley are The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 

In an area containing three quarters of all the Valley's 
buying power, these three McClatchy papers outcircu- 
late and outsell any competitive combination—local or 


West Coast, 


*Sales Management's 1947 Copyrighted Survey 
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_ a set of four lessons: 


~~ 


request them in specific amounts. 
Currently the series for schools is 
“1, Eat the 
Basic Seven Foods.. 2. Get Your 
Vitamins from Foods. 3. Plan 
Your Meals for Health. 4. Pre- 
pare Foods That Please.” Also in- 
cluded are notebook sheets such 
as “Sunny Discovers There’s a 
Wealth of Beauty in Health,” and 
“Pointers for Pin-up Girls.” 

For institutions there is the 
booklet “Fresh Citrus Fruits in 
Hospitals and Other Institutions, 
a handbook of basic information 
for dietitians and nurses.” On all 
this material the name of Sunkist 
is unobtrusive, and extreme care 
is taken to make it believable by 
promoting citrus only to the ex- 
tent clinical evidence proves 
logical. 


Uses All Media 


There is no partiality for any 
specific type of media. Sunkist 
has used them all according to the 
season and current objectives. In 
general, magazines are used for 
long-term educational programs, 
and newspapers for immediate 
sales objectives and timeliness, 
i.e, “Best buy now in small 
oranges.” Currently only spots are 
being used on radio, although a 
national hook-up was used until 
1942. It’s a matter of record that 
Sunkist sponsored the first na- 
tional network ‘broadcast from 
southern California in 1931, with 
a program featuring Louella Par- 
sons. 

The current schedule for navels, 
now being marketed, includes 370 
newspapers, the Western News- 
paper Union list, Sunday supple- 
ments in three major markets, 
paint jobs in New York and Chi- 
cago, and transit cards in 84 cities. 
Although 24-sheets have been 
used extensively, they are not in 
the current schedule. 

Though advertising has the 
major role, and a budget larger 
than all other departments com- 
bined, the remainder of the or- 
ganization is worthy of close 
study. The Exchange is some- 
what older than its advertising 
history. Back in 1893 the first 
sales office was established in 
Chicago as a result of chaotic 
market conditions which had 
plagued the infant industry and 
in the period 1890-1893 became 
particularly disastrous. 


How Exchange Operates 


At that time marketing was an 
individual matter for each grower, 
who, selling through brokers and 
other middlemen, often failed to 
break even after paying packing, 
freight and other charges. Some- 
times the grower was unable to 
sell his crop for cash. Crops were 
sold on a commission or consign- 
ment basis, all of which left the 
grower in a position where he had 
no control over the marketing of 
his crop. 

There being no _ coordination, 
some markets were glutted, others 
neglected. Price cutting wars 
were common. Distribution in- 
efficiencies made prices high, and 
with the uncertainty of supply, 
retailers were reluctant to handle 
citrus. In this year, the Southern 


CTOR 


California Fruit Exchange was 
formed. Objective was the or- 
ganization of local associations 
within each area with each having 
its own brand and doing its own 
packing. This procedure is still 
followed, the Sunkist name being 
an over-riding trademark on fruit 
of the highest grade. 


Started Co-op Marketing 


Within the next few years the 
Exchange was incorporated and 
the principle of cooperative mar- 
keting established. By 1903 the 
Exchange was handling approxi- 
mately 43% of all citrus shipments 
from California, and in that year 
through merger with several simi- 
lar organizations, it gained con- 
trol of almost 90% of the crop and 
took the present name. Now, with 
control of the major portion of 
the crop, steps could be taken to 
eliminate cut-throat competition, 
reduce excessive marketing costs 
resulting from duplication of ef- 
fort, and avoid the _ situations 
where brokers played one grower 


against another. 

This is the basis for the present 
organization of the Exchange. 
Local growers belong to one or 
another of 210 local packing asso- 
ciations. Through these associa- 
tions, a member can have his fruit 
picked and carried through the 
entire marketing cycle without 
lifting a finger. The local asso- 
ciations are members of one of the 
25 district exchanges, 24 in Cali- 
fornia and one in Arizona. The 
district exchanges, which are in- 


corporated cooperative groups,/ 


each elect a man to the board of 
the parent Exchange. Advertising 
is supervised by a 10-man com- 
mittee chosen from the board. 
There being no means of chang- 
ing or redesigning the product, or 


ripens in the fall and winter, and 
is picked November through May. 
These are the two principal crops. 
But even with the spread in ripen- 
ing time, the crop isn’t harvested 
all at once. Only a portion at a 
time is picked in order to main- 
tain a steady flow of shipments to 
markets. By this means, alternate 
gluts and shortages, as well as 
price fluctuations, are avoided. 
Lemons are handled in a similar 
manner. 


‘Fight for Survival’ 


Pin-point control of the distribu- 
tion pipe-line is achieved through 
offices in 57 cities. These offices 


are connected by telegraph or tele- 
|type, and report constantly on the 
‘market in their territory. 


dropping it, distribution must be| market should become glutted, 


If a 


highly responsive to current mar-| control is so close that shipments 
kets. To meet this problemi, a re-|en route can be diverted to an- 


markable system of distribution | other 


has been organized. Under Cali- 


| known to be better. 


demand is 
This can be 


area where 


fornia climatic conditions, Valencia|done anywhere, any time, with 


oranges ripen’ throughout 
period April-November. The navel 


the| any of the 100,000 freight cars or 
/more the Exchange ships to mar- 
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ket each year. 

That’s the history of the Ex- 
change to date. But what of to- 
morrow? Having increased orang: 
consumption to the point where ji 
takes close to 20% of the fooc 
dollar, can it raise its sights sti) 
higher? The Exchange thinks sc 
and has an “informal” goal it ex 
pects to reach in the next five t 
10 years: an annual per capit: 
consumption of 200 oranges. 

In a sense it is a fight for sur 
vival. During the past 10 year 
production of citrus has double: 
and is still increasing. Just abou 
all the increase has been in Florid: 
and Texas production. (In the 
1946-47 crop year, Florida pro- 
ducea 57,300,000 boxes of orange: 
and tangerines to California’s 
54,900,000, and Texas’ 5,400,000. 
California—14,700,000 boxes—has 
a virtual monopoly on lemons, but 
compared to its 7,500,000 boxes of 
giapefruit, Florida produced 30.- 
600,000 and Texas 24,000,000.) 

Throughout the years it has 
been the stimulus of increasing 
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production that has goaded the 
=xchange to further efforts, and 
n view of past results they are 
confident they can come up with 
whatever is necessary to reach 
their goal. 


Uses Ads to Announce 
Price Cut in Coffee 


Six-column newspaper ads in 
Washington cities have heralded 
a cut-price sale of Reliance coffee, 
produced and distributed through 
independent grocers by Lang & 
Co., Seattle. The special price of 
49 cents a pound was a cut from 
a price range of 53-57 cents among 
various stores. 

Copy was placed in dailies in 
Seattle, Mt. Vernon, Everett, Bel- 
lingham, Wakima and Wenatchee. 
Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


To Campbell-Mithun 


Hilex Company, St. Paul, bleach 
and disinfectant manufacturer, has 
placed its advertising with Camp- 
bell-Mithun, Minneapolis. 


Joins S. C. Board 


Louis W. Bishop, vice-president | 
of the Philadelphia National Bank, | 
has been appointed director of the | 
Research, Planning and Develop- | 
ment Board of South Carolina, 
with headquarters in Columbia. | 
He succeeds Robert M. Cooper, | 
who resigned to become an ex- 
ecutive of Paintset Fashions, Inc., 
garment manufacturer. 


KXYZ Appoints Lee 

Terry Hamilton Lee, formerly 
president and radio director of 
Lee, Parks, Greer & Hawkins, ad- 
vertising agency that he formed 
in 1946, has been appointed pro- 
gram director of Station KXYZ, 
Houston. 


Ads Launch El Praco 


Puerto Rico Agricultural Com- 
pany, San Juan, introduced the 
first of its products, El Praco 
cigar, in the U. S. March 7 in two 
newspapers in Philadelphia and 
Baltimore and will follow with a 
new radio program featuring 
topical comments by Rush Hughes 


ENGLISH AUTO—J. William Atherton, president of Atherton & Currier, New 

York, at the Sportsmen's National Show, demonstrates the comfort of the new 

Hillman Estate car to Denise Findlay, opera star. The Hillman is made by the 
Rootes Group of England. Atherton & Currier handles the account. 


on Station KYW, Philadelphia, |creases the campaign will expand. 
and WBAL, Baltimore, starting| Lynn - Baker, Inc., New York, 
March 15. As _ distribution in-| handles the account. 


os FAMILY MOTTO: A locally planned, 
locally edited, beautifully printed Sunday 
Gravure Magazine for a newspaper which 
has pride in its own ability to know and 


A 
Growing 


Family 


execute the kind of magazine its readers 


want. 


THIS IDEA of a group of locally edited, 
uniformly printed magazines is something 
new in the magazine field. And judging from 
the growth and acceptance of the Group, it 
is a sound idea—for in the space of three 


ration-bound years the Locally Edited Family 
has expanded to include Sunday Magazines 
for eight first newspapers, giving saturation 
coverage in eight major markets. 


IN EACH of the eight Locally Edited 
Gravure Magazines readers find pictures and 


about the 
closest to 
thorough, 


stories about the town in which they live,— 


people, places and events that are 
them. The result? Higher, more 
more interested readership ... and 


greater value to the advertiser. 


Eight weekly newspaper magazines featuring The Local Touch 
for highest reader interest, for greater advertising value 


LOCALLY EDITED 


FOR 1,650,000 FAMILIES IN 


EIGHT MAJOR MARKETS 


ATLANTA JOURNAL e¢ THE NASHVILLE TENNESSEAN e COLUMBUS DISPATCH 
LOUISVILLE COURIER-JOURNAL e NEW ORLEANS TIMES-PICAYUNE-STATES 
INDIANAPOLIS STAR #® HOUSTON CHRONICLE e SAN ANTONIO EXPRESS 


INTERESTED? Write Locally Edited Group, Lovisville 2, Ky.—or contact any of the following Representatives : 
Branham Co., Jann & Kelley, John Budd Co., Kelly-Smith Co., O'Mara & Ormsbee, and Sawyer-Ferguson-Walker Co. 
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‘Kryptar’s Second 
Drive to Include 
11 Magazines 


RocHEster—Kryptar Film Cor- 
poration will use a variety of pro- 
motional methods this year in its 
second and larger campaign for 
Kryptar amateur roll film. 

Full and half-page color ads 
will appear in Holiday, Life, The 
Saturday Evening Post and about 
eight other magazines, D. A. Gau- 
dion, vice-president in charge of 
sales, has revealed. 

The film, first sold last year, 
will be featured as gifts and prizes 
on radio quiz shows, and window 
displays, tounter racks and other 
dealer aid materials will be used. 

‘During our first season last 
year,” Mr. Gaudion said, “we were 
able to supply only about one- 
third of the national market. Since 
then, Curtis Circulation Company, 
our national distributor, has added 
thousands of dealers and obtained 
complete national coverage. Our 
augmented advertising and pro- 
motional program will lend im- 
petus to the sales efforts of that 
widespread dealer organization.” 

The 1948 campaign will feature 
the slogan, “Kryptar — America’s 
new big name in film.” 

Batten, Barton, Durstine & Os- 
born here handles the account. 


National Comics Group 
Used for Wheaties 


Because of a scrambled tele- 
gram, a story reporting the 
Wheaties bicycle contest in the 
Feb. 23 issue of ADVERTISING AGE 
did not include National Comics 
Group among the comics maga- 
zines in which the contest copy is 
running. 

Actually, the General Mills copy 
appeared in both “red” and “blue” 
lists of National Comics Group 
publications. 


Ward Promotes Brown 


Roy Brown, formerly assistant 
sales manager of the jobber di- 
vision of Ward Products Corpora- 
tion, Cleveland, manufacturer of 
radio, television and auto anten- 
nas, has been promoted to sales 
manager. 


Scripps-Howard Moves 


The Pacific Coast office of 
Scripps-Howard Newspapers’ gen- 
eral advertising department has 
moved to new quarters in the Cen- 
tral Tower building, 703 Market 
St., San Francisco 3. 


When you buy 
(NK) The Team, you 
Ey get KMBC plus 
“if KFRM, its new 
AS = §,000-watt day- 
time 550 Ke associate 
for rural Kansas. The 
Team’s coverage is cus- 
tom-built to cover all the 
Kansas City market. And 
The Team is QV 
the only Kansas  \ 
City broadcaster 
doing that job. 


KMBC 


of Kansas City 


KFRM 


Free & Peters, Inc. 


for Rural Kansas 
National Representatives: 
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Eureka Names Gardner Peavey Campaign 


Fred Gardner Company, New 


“York; -has been named to direct 


the advertising of Eureka Mfg. 
Company, manufacturer of silver- 
ware chests. Consumer and trade 
media and direct mail will be 
used. 


REFLECTS YOUR 


BEAUTY MARKET 


7 BONOMO 
\ = WOMEN'S GROUP 
7 comprising 
BEAUTY FAIR 
and 


AMERICAN BEAUTY 


@ National leadership in the 
Women's Self-Improvement Field 


Circulation 
3 Rebate backed 
’ Members: ABC 


BONOMO PUBLICATIONS, INC. 
1841 Broadway @ New York 23, N. Y. 


‘Seeks to Eliminate 


Speculator Stigma 


MINNEAPOLIS — Concerned by 
public distaste for speculators in 
the grain market, a distaste 
heightened by recent congres- 
sional investigations, F. H. Peavey 
& Co. has launched a drive to in- 
form farmers and consumers of 
the facts about the grain business. 

The Peavey organization, which 
owns mills and elevators through- 
out the Upper Midwest, used full- 
page ads in 15 midwestern daily 
newspapers late last month pegged 
on the theme: “How Speoulators 
Help YOU.” 

In order to get the story across 
to the casual reader, the company 
employed the picture caption edi- 
torial technique, using five photos 
—of a farmer, elevator manager, 
terminal sampler, flour sacker and 
speculator. 

All of the first four would be 


speculators, the copy explains, | 
and would have to maintain much 
higher profit margins than is now 
the case, unless they were able to. 
sell wheat futures as soon as they 
made a purchase of the actual) 
wheat. 

And it drives home the idea| 
that if the speculator were not | 
willing to take all of the risk, each | 
of the other four would have to | 
charge higher prices to protect | 
himself from market slumps—and | 
as a result, the speculator assists | 
the housewife in keeping the 
prices down. 

The company expects to use a 
similar technique for its future 
public relations advertising, placed 
through Campbell-Mithun, here. 


Gets Lighting Account | 

George Homer Martin Asso- 
ciates, Newark, N. J., has been 
named to handle the advertising 
of Monogram Lighting Units, Inc., 
East Orange, N. J., commercial 
and industrial fluorescent fixtures. 


Trade publications will be used. 


Yes sir here’s 


THe LAND oF 
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SPECULATORS MEAN LOWER PRICE—Full-page copy in 15 Upper Midwest 
dailies kicked off F. H. Peavey & Co.'s public relations ad drive to convince 
the public that speculators actually keep flour and bread prices down. 


Beech-Nut Stars Cities Joins Bercker Studios 


OM 


LK ana MONEY! 


Top Farmers at the 
Top of the South get a 
$276 Million Milk Check 


Milk, too, is a big cash crop in SoUTHERN PLANTER Land. The sleek 
herds in this high income area produced $276,433,000.00 worth of milk 
in 1946. Another $100 million income came to farmers at the Top of 
the South from the sale of cattle and calves. In good times and bad, a 
healthy diversification of crops insures a ready cash income every year. 


Tobacco, cotton, grain, fruits and vegetables, milk and eggs, meat and 
wool—just about everything that makes a steady, rich income from a 


rich land. 


Here at the Top of the South, THE SouTHERN PLANTER has been the 
farmer’s friend and helper for more than a hundred years. Its editorial 
pages and its advertising, too, are read and acted upon by more than 
300,000 subscribers and their families. Whatever you make, whatever 
you sell, where else can you find a better medium or a readier market 
than THE SOUTHERN PLANTER and its loyal readers? 


THe SOUTHERN PLANTER, Richmond 9, Va. 
441 Lexington Ave., New York 17 


333 N. Michigan Ave., Chicago 1 
West Coast Representative: Simpson-REILiy, Lp. 
Los Angeles, San Francisco, Seattle 


% 
SERVING THE TOP FARMERS AT & 


yTHERN \: 


Beech-Nut Packing Company, 
Canajoharie, N. Y., started a 
series of advertisements in which 
tributes are paid to leading Amer- 
ican cities, in the March 6 issue 
of The Saturday Evening Post. 
Cities on which the half-page two- 
color ads already have been pre- 
pared are New York, Chicago, 
Philadelphia, St. Louis, Boston 
and Pittsburgh, with others to 
follow later. Ads also will appear 
in Holiday, Life, the Macfadden 
Women’s Group and other maga- 
zines not yet announced. Newell- 
Emmett Company, New York, is 
the agency. 


Edmund D. Lewandowski, artist, 
has joined the Frank H. Bercker 
Studios, Milwaukee. Mr. Lewan- 
dowski has painted many maga- 
zine covers, the latest being the 
March cover of Fortune. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 
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La 


PLANTER 


America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 


A t of products and services. 
Plan Restaurant Week ae 

The National Restaurant Asso- 
ciation will sponsor the 13th an- 
nual National Restaurant Week 
May 3-9. Three color display post- | 
ers will be used, bearing the slo- 
gan “Let’s Eat Out! It’s Always 
Fun for the Family.” 


Clippings” tells the whole story 


BUSINESS FARM 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St.. Chicago 4 


New Bockiet No: 10 “How Business Uses 


BACON’S CLIPPING BUREAU 


GENERAL 


BOOKBINDERS 
SILK SCREEN 
i ater ae 
E NGRAVERS 


FINISHERS 


3 The World's Most Widely Read Graphic Arts Magarine 
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‘9 Out of 10 Say 
Imperial Again, 
Adopted as Slogan 


Detroit — Hiram Walker’s Im- 
perial whisky, which made its 
debut in 1939 and last year was 
one of five brands doing half of 
the liquor business, will use the 
theme: “Nine out of 10 say Im- 
perial again,” in its 1948 ad drive. 

As a result of a national survey 
made for the company by Market 
Facts, Inc., Hiram Walker dis- 
covered that 91.4% of customers 
buying Imperial had bought the 
brand before. 

In December, 1947, the company 
and its agency, Foote, Cone & 
Belding, asked purchasers of the 
five leading brands in 30 Chicago 
package stores whether they had 
bought that brand before and 
found that 95% of the Imperial 
buyers were repeat customers. 


Took Representative Sample 


Elated but cautious, the com- 
pany signed up the Market Facts 
organization to make a representa- 
tive sample test, with 6,000 inter- 
views in 33 cities—and came up 
with the 91.4% figure. 


Love Joins Durstine 

Joseph L. Love, formerly assist- 
ant advertising manager of Hart 
Schaffner & Marx, Chicago, and 
jadvertising director of Dunlap 
| Clothes Shop, Cincinnati, has 
|joined the copy staff of Roy S. 
Durstine, Ine., Cincinnati. 


Reports Sales Meeting 


A 40-page illustrated booklet 
giving up-to-date tips on “Selling 
on Main Street” has been pub- 
lished by the Minneapolis Cham- 


ber of Commerce. The brochure, 
which sells for $2.50, includes the 
complete transcribed proceedings 
of the first annual Upper Midwest 
Sales Conference held in Minne- 
apolis. 


Opens New York Branch 
National Match Book Advertis- 
ing, Iné., Chicago, has opened an 
eastern office in the Squibb build- 
ing, 745 Fifth Ave., New York, 
with F. J. Prince, vice-president, 
in charge. Leon Green will be 
eastern sales representative. 


Promotes Brinkman 


R. C. Brinkman, in the direct 
factory sales department of the 
Frigidaire division of General 


Motors Corporation, Dayton, has’ 


been named railroad sales repre- 
sentative. 


Royal Starts Drive 


Royal Typewriter Company, 
New York, started a campaign 
March 1 for the new Royal port- 
able typewriter in Life, Path- 
finder, Seventeen, The New 
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Yorker, The Saturday Evening 
Post and _ Scholastic Magazine. 


Business papers also will be used. 
The agency is Young & Rubicam, 
New York. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 
900 Kibby St. Lima, Ohio, U.$. A. 


l<Z 


{ PTredemarts tag. U.S. Pet OF 


And in a 12-week newspaper 
drive which started last week, | 
Hiram Walker is pushing its new | 
slogan. Weekly ads of 300 lines | 
are scheduled to run in 397 papers | 
in 368 cities, with several of the | 
papers on a two-a-week schedule. | 

Beginning April 1, car cards, 
posters and painted bulletins will 
show “Nine out of 10 buy Imperial 
again” in 40 cities and, late in 
April, color bleed pages in 
American, Collier’s, Life, News- 
week, Time and True will tie in 
the slogan with the Imperial 


whisky barrel identification mark. 
Satisfied Customers? 


The test questions had several | 
purposes. The company wanted to 


discover whether the 
sales of Imperial were a result of 
repeat purchases by satisfied cus- 
tomers or whether the sales rise 
was only a_ sampling process. 
Hiram Walker also wanted to find 
out whether it paid to build a 
whisky brand name on a perma- 
nent basis, backed by intensive, 
continuous advertising. 

Through publicizing the results 
of the survey, the distillery felt 
that people who had not pre- 
viously considered “adopting” a 
particular whisky brand might be 
persuaded to pledge their brand 
allegiance to Imperial. 

Apparently satisfied with the 
results, Hiram Walker will spend 
approximately $2,500,000 of its 


$5,500,000 total budget to boost | 


Imperial this year. 


‘American Legion’ Sets 
New Ad Unit, Rates 


American Legion Magazine last | 


week announced its rate card No. 
30, effective with the July, 1948, 
issue, which gives new closing 
dates, both for prior to and after 
the July issue. Also reported are 
new mechanical requirements, the 
inclusion of a rotogravure sec- 
tion, a new advertising unit—two- 
columns, four-color space at $6,200. 
The full page rate is $6,840, with 
circulation guarantee at 3,000,000. 


Proctor Adds ‘Life’ 
for Never-Lift Iron 


Proctor Electric Company, 
Philadelphia, will launch the 
argest advertising campaign ever 
indertaken by the company be- 
‘inning this month, promoting 
he new Never-Lift iron and a 
lew toaster. The company will 
ise Life for the first time and also 
las scheduled 24 other national 
nagazines. 


increased | 
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we came back 


B. C. Remedy 
Block Drug 


Dr. Caldwell 

Carter Products 
Chattanooga Medicine 
Emerson Drug 

Ex Lax 

Foster Milburn 

Groves Laboratories 
Monticello Drug 

Dr. Pierce 


| Plough, Inc. 


| 
} 


Walgreen Drugs 
Willard Tuvoiet 


coming back 


7OF 


they keep 


and KX2&K performance 


keeps Drug Advertisers 


more 


"coming back for more” 


It’s easy to see why Drug Advertisers consider KXOK 
“best on the beat”. K XOK is the pick of them all for 
hard-to-beat sales results in the big KXOK family circle 
in the great St. Louis market. Many Drug Advertisers 


have used, proved and renewed on K XOK advertising hundreds 
of drug products. Yes, indeed ... KXOK “proved 


performance” keeps “em comin’ back for more. 


*115 counties daytime, 98 counties 


i 
| 


| 


Newell-Emmett Company, New | 


York, is the agency. 


nighttime, according to BMB. 


630 KC «+ 


ST. LOUIS 1,MO. « 


5000 WATTS «+ 


CHESTNUT 3700 


FULL TIME 


Owned and operated by the St. Louis Star-Times—Represented by John Blair & Co. 
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AGENCIES and PRINTERS MAKE MONEY 
on local advertisers with Syndicated 


D ot 
= 


“I'm the new janitor — 
drop by and see if everything's all 
right—" 


” begin SERVICES! 


By using our mat services you can cut 
production costs to the bone for local 
advertisers and you can satisfy them 
with far less worry. We have clever 
cartoon series (52 weeks each) for 
sporting goods stores, auto dealers, 
garages, tire recappers, taxicabs, clean- 
ers, florists, insurance agents, appliance 
stores, liquor stores, beauty shops, res- 
tauvrants, and several general cartoon 
series which can be readily adapted to 
several different types of business. Work 
done by seven different top flight car- 
toonists. 


For complete money making information 
and the exclusive for your city on these 
services write quickly to 


LIL-AD FEATURES 
10612 E. Hazard, RFD 3 
Santa Ana, Calif. 


Radio Saturation 
Test in Hartford 
Liked by Dealers 


Hartrorp— More than 6,000 
inches of newspaper advertise- 
ments, and hundreds of radio an- 
nouncements, were used in Hart- 
ford this past fortnight in the 
radio saturation test sponsored by 
the Radio Manufacturers Associa- 
tion. 

Some 200 dealers cooperated in 
the special promotion boosting “A 
radio for every room; a radio for 
everyone.” Apparently, all en- 
dorsed the week with enthusiasm. 

Although some dealers were 
cautious in reporting sales, many 
said traffic ranged up to three and 
four times normal and set sales— 
particularly of table models—in- 
creased markedly. 

Nearly all dealers used special 
window displays promoting the 
“radio in every room” suggestion 
(many using cut-away models of 


provides an accurate 


- proving ground for 


YOUR NEW PRODUCT 


Oklahoma City 


in an ESTABLISHED MARKET 


against ALL COMPETITION 


Sampling procedure, report- 
i methods, application to 
YOUR problems is explained in 
this leaflet, available to you 
without cost. Write for it today 


@ offers a fact-full, specific, penetrative analysis 


of daily consumer purchases in Greater 


Oklahoma City . . . issued quarterly . . . furnishing a 
positive barometer to sales and family use in each 


of 40 product categories in food and drug lines. 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING CO.: The Farmer-Stockman-WKY, Oklahoma City-KVOR, Colorado Springs 


KLZ, Denver and WEEK, Peoria, Affiliated in Management-REPRESENTED BY THE KATZ AGENCY, INC. 


houses, also used in newspaper 
ads) and somewhat fewer empha- 
sized the “personality” of radios 
suitable for various members of 
the family. 


Heil Appoints Four 

Harry F. Pugh has been ap- 
pointed vice-president in charge 
of sales and advertising of the Heil 
Company, Milwaukee. He for- 
merly was assistant to Joseph F. 
Heil, president. Arnold F. Meyer 
has been named vice-president in 
charge of engineering and Joseph 
J. Rosecky, vice-president in 
charge of manufacturing: William 
E. Simons, formerly a divisional 
manager, has been appointed gen- 
eral sales manager. 


Bristol Names Davidson 


Arthur J. Davidson, formerly 
advertising manager of Whitehall 
Pharmacal Company, has been 
named assistant advertising man- 
ager of Bristol Laboratories, Inc., 
Syracuse, N. Y., ethical drug di- 
vision of Bristol-Myers Company. 


Kight Names Combs 


Eugene L. Combs, formerly 
supervisor of the Electro-chemical 
Engineering division of Battelle 
Memorial Institute, Columbus, O., 
has been named technical adviser 
and editor of technical house or- 
gans published by Kight Adver- 
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S&E YOUR FRIENDLY FORD DEALER 


BARNABY—This 3- -part poster of Ford dealers got the highest readership among 
automotive designs in a recent New Haven survey. J. Walter Thompson Co. is 
the agency. 


Ford Poster Wins 
Top Remembrance 


MAMARONECK, N. Y.—In a re- 
cent survey in New Haven, Poster 
Appraisal Service, Mamaroneck, 
gave highest rating among auto- 
motive designs to a three-part 24- 
sheet “Barnaby” poster of Ford 
Motor Company, through J. Walter 
Thompson Company. 

The poster was remembered by 
55.6% of both men and women 
and correctly identified, with the 
Ford name blocked out, by 49.2% 
of men and 42.8% of women. The 
Ford design was the only one 
which pulled equally well with 
both men and women. 

This design, new with Ford, was 
used with four different copy 
lines. The others were: ‘“Ford’s 
Got Style,” “Ford’s Got Power” 
and “Ford’s Out Front.” 


Promotes Foundry Jobs 


An advertising campaign to en- 
courage recruitment of young men 
for foundry jobs will be started 
soon by the Wisconsin chapter of 
the American Foundrymen’s As- 
sociation. A series of five ads ac- 
quainting the public with the 
foundry industry’s importance will 
be run in the Milwaukee Sentinel, 
Milwaukee Journal and other Wis- 


tising, Inc., Columbus. 


consin newspapers. 


When advertising 


SOLID READING 


copy is loaded with 


technical terms and statistics, superior typographic skill is 
needed to make it readable. Many prize-winning 
advertisements show that RTK typographers are masters of 
the art of setting technical copy . . . medical, financial, 
engineering ... for easy readability. To lighten and liven 
heavy reading, send your technical copy to RTK. 


RUNKLE+ THOMPSON «+ KOVATS-~ INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 NORTH DEARBORN STREET * CHICAGO 10 
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Franklin Printing 
Issues 4th Study 


PHILADELPHIA — 
want more information on divi- 
dends, earnings, products, re-| 


search and new plants plus pic- | 


‘ures of executives, with informa-| Returns to Ryan Agency 


tion about their salaries, accord- | 


ing to a study released by Frank-| after a seven months interlude| count. Business papers and direct 
| with a New York agency, has re-| mail will be used. 


lin Printing Company here. 
The booklet, fourth of a series | 


|Charm Album Promoted 


magazine drive with a half-page,| display bulletins will be used in |New 
two-color 


Life, promoting the “Hour of = in. a 
on Annual Reports (i<...5 album “To My Mother.” 

Stockholders | The copy, through N. W. Ayer & Names Copeland Agency 
Mother’s Day gift suggestion. 


53 


turaed to its former Washington) Gets Luggage Account (Briggs Names Edwards 


agency, Lewis Edwin Ryan, Inc. 2 
Charm Records, Inc., began a ; : Atlantic Luggage Mfg. Company, Thomas W. Edwards has been 
Newspapers, magauuits, redio and York, has named Knapp-|appointed sales manager of the re- 


Shepard, Inc., New York, to direct | finishing materials division of 
its advertising and sales promotion. | Briggs Mfg. Company, Detroit. 


insertion in March 1 


the 1948 campaign. 


on, promotes the album as a| Great Northern Store Fixture 


Mfg. Company, Chicago, maker of 
! display cases for department, drug, 
jewelry and specialty stores, has 
named Allan J. Copeland Adver- 
Washington, | tising, Chicago, to direct its ac- 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Capital Aj$rlines, 


published by the company’s crea- | 
tive division in the past two years, 
contends that a growing concept 
of corporate responsibility is be- 
hind the trend toward better, 
more comprehensive annual re- | 
ports in the past decade. 

The series of studies is based on | 
the analysis of 100 companies | 
ver the 10 year period 1936-46. | 
Regarding improvements, the gur- | 
vey disclosed that while only 2% | 
of the companies issued compre- | 
hensive annual reports in 1936, 
33% issued them in 1946. 


Gain in Number of Pages 


Whereas only 20% of the com- 
panies used color printing in 1936, | 
over 72% used color last year.) 
And the paper area of the average | 
report rose nearly 300 square in- 
ches over the 10-year period—or | 
an inerease of over three pages. 

Data for the study came from | 
the companies comprising the! 
Dow-Jones industrials, rails and | 
itilities, as well as 16 representa- | 
tive oil and 12 chemical com-| 
panies. 

Copies of the entire series are. 
available from the Franklin Print- | 
ing Company, 40 S. 23rd St., 
Philadelphia. 


U.S. Birth Rate 
Hits New Record 


WASHINGTON — The U. S. birth 
rate hit a new high for 33 years 
of recorded statistics in 1947, with | 
the number of registered births | 
431,000 above 1946, Federal Secur- 
ity Administration has announced. 

The 1947 provisional rate of 
25.9 per 1,000 population meant 
approximately 3,720,000 live births | 
during the year. When unregis- | 
tered births are included, the total 
is estimated at 3,910,000 compared | 
with 3,470,000 for 1946. 

Every state showed an increase | 
in birth rate during 1947, with 
the largest occurring in the Moun- 
tain, East and West North Central 
geographic divisions. 


ANA Educational Group 
Meets in New York 


The Association of National Ad- 
vertisers’ educational activities 
committee will hold a meeting 
March 11 at the Plaza Hotel, New 
York, concerned with opportuni- 
ties facing business in educational 
activities. Robert B. Brown, chair- 
man of the board of the ANA and 
vice-president and advertising di- 
rector of Bristol-Myers Company, 
New York, will preside at the all- 
lay meeting and open forum. 
Lillian Denton of the Underwood 
Corporation is chairman. 
Speakers at the meeting include 
samuel C. ,Gale, vice-president 
nd director of advertising of 
reneral Mills; Howard Cool, edu- 
ational director of the National 
Setter Business Bureau; Theresa | 
Wells, editor of Agenda, and Edith 
‘amsay, home equipment editor 
{f American Home. 


Proctor Ups McLaughlin 
Carl W. McLaughlin has been | 
romoted from New Jersey district | 
nanager of Proctor Electric Com- | 


any, Philadelphia, to sales man- | 
iger of the electric blanket divi- | 


10n, 


Payne Advanced 


E. O. Payne, in the creative de- | 


sartment, has been appointed sales 
promotion manager of Saturday 


Night Press, Toronto. 
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BAD NEWS FOR 


Yes, the Los Angeles Metropolitan District 
will nudge the Chicago District out of the second place spot by or 
before the end of 1954, if the pattern of 
population increase established since the 1940 Census continues 
for another six or seven years—you'll see! 
In the meantime, to reach the nation’s THIRD LARGEST AND RICHEST 

market most effectively, use the Los Angeles 

Herald-Express—year after year preferred by more families than 


any other evening daily in the entire West. - 


dope PALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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If a creative 


there in performing work for 
others that is not in competition 
with the organization which pro- 
vides him with a regular pay- 
check? 

I agree with you [“How Far 
Can Free-Lancing Go?”, AA, Feb. 
9] that it’s an amazing thing when 
a small agency solicits an account 
on the strength of his having cre- 
ative work done by so-and-so of 
this-or-that agency. 

But there’s nothing too admir- 
able, either, about the strategy of 
some agencies in pirating ac- 
counts. We’ve just had a “horrible 


This department is a reader’s forum. Letters are welcome. 


Suggests Agencies Set 
Integrity Pace 

To the Editor: 
man—copywriter, artist or art di- 
rector—in an agency does the job 
he’s supposed to do, what harm is 


example” here in this city. The 
head of a large agency, who was 
also the account executive han- 
dling a large account, died on a 
recent Saturday. The following 
Monday morning, before the ac- 
count executive’s body was cold, 
another large agency was making 
a pitch in the account’s main 
office. 

This is an extreme case, I’ll ad- 
mit, and there are a lot of ma- 
chinations agencies can and do 
devise to increase their revenue, 
buying stock in prospective ac- 
counts, putting pressure on an ac- 
count’s management in plushy 
clubs to dispose of sales or adver- 
tising managers who are stumbling 
blocks, etc. Not to mention the 
nauseating brown-nosing that goes 
with some agency strategy. 

So let’s not be too tough on the 


creative man who is trying to 
make a little extra change. At 
least, not until agencies in general 
set a better example. 
ADVERTISING MANAGER. 


Loyalty Can't Be Split 

To the Editor: With reference 
to your editorial, “How Far Can 
Free-Lancing Go?”, on which you 
invite comment. 

It seems to me that an agency 
man with a full-time job who is 
in the market for outside sources 
of remuneration, aside from in- 
vestments, is making one of two 
mistakes: 

(1) He underestimates the po- 
tential of his primary job; 

(2) Or he overestimates his 
own capacity for top-flight creative 
work. 

As I see it, in the agency busi- 
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ness, as in most other business, 
there is no such thing as divided 
loyalty or a degree of intellectual 
integrity—it is 100% or nothing. 
FrANK G. EASTMAN, 
Evanston, Ill. 
v7 Y 
Approves Creative Man, 
But Fears He’s Wrong 

To the Editor: The Creative 
Man’s remarks about John and 
Irene in the Feb. 23 issue will find 
a very sympathetic response gen- 
erally, and that certainly includes 
me. 

It is my guess, however, that 
you and I and the rest of us are 
wrong, and that we are guilty of 
wishful thinking. I remember the 
early days of the “fear” cartoons 
which put a greater strain upon 
the credulity than the current 
photo series, all of them written 
by men whose tongues were prac- 
tically pushing through their 
cheeks. Those I talked to said 
that there was apparently no limit 


direction. 

I think what the public wants 
to believe, it is going to believe, 
come hell, high water, or facts. I 
hope I’m wrong and you’re right. 

ROBERT T. HERZ, 

Bankers Life & Casualty Com- 

pany, Chicago. 


ae: 
Faucet Bubbles Over 
To the Editor: An interesting 


© Savings in One 


GUAINTEED OLY MEATS 


example of resourcefulness is the 
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Gap Saver 
ite. 


We Butt Unique § 


oo 0 te lene Lhe Focal toe 


 SnON SHaSs 4 meres © 
6. COMPADT, THC he 


use of a Life ad featuring a com- 
bination faucet to emphasize the 
combination of quality and sav- 
ings resulting from patronizing a 
Texas supermarket. 

Even the “busy little bubbles” 
carry the idea of store-wide ad- 
vantages, while the soapdish serves 
as “underscore” for quality. 

The Gopher Spring-Flo faucet 
copy appeared in Life (through 
us) on Sept. 29 last. 

J. A. COLEs, 

Account Executive, Quality 

Park Advertising Agency, St. 

Paul. 


a ae. 
Points Out Cooperative 
Setup of Airlines 

To the Editor: A recent edi- 
torial in ADVERTISING AGE reported 
that the combined reservation 
service announced by Braniff and 
Capital Air Lines “augurs a new 
effort on the part of airlines to co- 
operate with each other in their 
own and the passengers’ benefit.” 
I would like to point out that Chi- 
cago & Southern Air Lines has 
been a pioneer in joint operations 
aimed not only to improve service 
to the passenger, but in addition, 
to eliminate duplication of effort 
and expense. 

Let me point out that this air- 
line maintains the following joint 
operations: 

At Houston in the Rice Hotel 
we run the ticketing operations 
for Pioneer Airlines. 

At Little Rock we run the en- 
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tire airport operation for Braniff 
Airways. We sell their tickets, 
work their flights and provide 
radio and miscellaneous other 
services. 

In Memphis we have a joint 
ticket office with Capital Airlines 
at the Peabody Hotel. At the 
field, we handle Capital’s turn- 
around maintenance work. 

In New Orleans, we handle all 
of Mid-Continent’s work at the 
field except ticketing and check- 
in of passengers. The service we 
provide for Mid-Continent in- 
cludes radio, ramp service, cargo 


handling, refueling, maintenance 
and commissary. 
At St. Louis we handle all 


flights at the field for California 
Eastern Airlines, a freight carrier. 

In Peoria, TWA takes care of 
our entire operation at that point: 
reservations, ticketing, radio, traf- 
fie solicitation. 

In Chicago we handle off-line 
business for Peruvian Interna- 
tional Airways, both in our Pal- 
mer House Arcade ticket office 
and in our district sales and res- 
ervations offices. 

At Terre Haute, TWA handles 
our entire operation in a manner 
similar to the setup at Peoria. 

At Fort Wayne our company 
takes care of the operation of 
United Air Lines through all its 
phases except sales solicitation. 

In Indianapolis we conduct a 


Cigarets Taking 
70% of Tobacco, 
Treasury Reports 


WaASHINGTON—A factual Treas- 
ury study of the tobacco industry 
relates the phenomenal growth in 
cigaret consumption from 180 per 
capita in 1915 to more than 2,300 
in 1946. 

Treasury said cigarets now take 
70% of the tobacco used for to- 
bacco products, compared with 
less than 10% in 1915. 

It reported the cigaret tax yield 
of $1,145,300,000 in 1947 second 
only to alcohol among federal ex- 
cise taxes. 

Looking into suggestions for a 
lower tax on economy brands, the 
study notes that its value to the 
consumer would depend on the 
decisions of industry leaders. 

In the past, the study says, big 
companies competed largely on 
an advertising rather than a price 
basis. The study pointed out that 


in 1939 economy brands were able 
to capture 15% of the business. 

Treasury demonstrates that total 
cigaret demand has been rela- 
tively insensitive to income and 
price fluctuations. 


Grants Recognition 

The Periodical Press Association 
has granted full recognition to 
Garber, Cossman & Co., Montreal 
advertising agency, to April 30, 
1948, when further application will 
ty ee for an extension to May 1, 


To Olmsted & Foley 


Robert B. Pile, formerly adver- 
tising manager of Lactona, Inc., St. 
Paul, has joined Olmsted &. Foley, 
Minneapolis, as account executive, 


specializing in dealer relations 
programs. 
Inland Press Adds Two 


The Inland Daily Press Associa- 
tion has added the News-Sentinel, 


Fort Wayne, Ind., and the Herald, 


Washington, Ind., 
ship. 


to its member- 


. 
Motor Age’ Names 2 

B. E. Hotvedt, formerly sales 
promotion manager of the Black- 
hawk Mfg. Company, has been 
named regional business manager 
of Motor Age in the northern part 
of the Chicago territory. 

H. M. Wertz, formerly adver- 
tising manager of the Toledo Steel 
Products Company, has been 
named regional business manager 
of Motor Age in the southern part 
of the Chicago territory. 


Appoints Zucker A.M. 


Carlton Zucker, former adver- 
tising manager of Lasalle & Koch 
Company, Toledo department 
store, has been appointed adver- 
tising manager of the Davison- 
Paxon Company, Atlanta. Both 
are members of the R. H. Macy & 
Co. group. 


Gill Joins Templeton 

James Henry Gill, formerly 
service promotion executive of the 
Plymouth division of Chrysler 
Corporation, has joined the cre- 
ative-contact staff of Marshal 
Templeton, Inc., Detroit. 
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Two Papers Combined 


The Daily Press, Tonawanda, 
N. Y., has been acquired by the 
Evening News, Tonawanda. The 
two newspapers will be combined. 


West-Marquis Moves 


West-Marquis, Inc., has moved 
its San Francisco office to new and 
larger quarters in the Humboldt 
building. 


_ to the 


2'/2 BILLION DOLLAR 


POULTRY ee MARKET 


POULTRY snail dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 
1230 Washington Bivd., Chicago 7, Minois 
Write on Business Letterhead For Market Data Folder 


consolidated downtown ticket of- 
fice with TWA on the circle. TWA | 
sells tickets for C&S with its own 
personnel and bills us monthly for | 
our proportionate share of the ex- 
pense of total tickets sold for the. 
two lines. 

In Havana we share ticket of- 
fice space at 301 Prado with Peru- 
vian International Airways and 
KLM. 

To point up the plight of your 
“benighted” editor who was de-| 
layed in one of the country’s lead- 
ing airports for eight hours while 
he got “the ‘ready in half an hour’ 
brush off throughout the day” as 
a typical example of how all air- | 
lines operate would be as fair as. 
for a corporation to expect its ad- | 
vertising agency to renounce fees | 
and commissions on such jobs as_ 
the agency had not performed, in 
the opinion of the corporation, 
satisfactorily. The airline is. 
naturally as anxious to retain its | 
customers as is any other entity 
engaged in selling goods or serv-| 
ices, | 

While I have no idea which air-| 
line was referred to, the “ready in 
half an hour brush off” to which | 
your editorial writer so glibly re-| 
fers is certainly not standard op- | 
erating procedure in any repu-| 
table company. Mechanics are) 
not geniuses, however, and they | 
may find after having estimated a | 
half hour’s delay additional com- | 
plications which require continued | 
delay. | 

The 13,000,000-plus passengers | 
who flew the scheduled airlines of 
the United States last year will 
attest that this is not a normal 
practice. 


PIERRE VILLERE, 
Director of Public Relations, 
Chicago & Southern Air 
Lines, Memphis. 
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Wants to Show Salesmen 
Seller's Cartoon 
To the Editor: On the editorial 
vage of your Jan. 5, 1948, issue 
ppears a Paulson cartoon with a 
it line “OK, Pll order a case if 


you insist! But I warn you, this 
eller’s market won’t continue 
forever!” 


If possible, we would like per- 
‘ussion to reproduce this cartoon | 
| € mimeographed sales letter to | 


‘e circulated among our salesmen | 


id perhaps for our dealer house | 
gan... 

CHARLES W. STEVENSON, 
Advertising Manager, Minne- 
sota Linseed Oil Company, 
Minneapolis. 
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Joins American Express 


James Patrick McDonald, for- 
merly a copywriter with Harper 
& Brothers, New York, has joined 
the advertising department of the 
American Express Company, New 
York. 


To Moss & Arnold 


Moss & Arnold Company, New 
York, has been appointed to handle 
the advertising of American Lady 
Corset Company, Detroit. 


a te eget 


Munson Joins R&R 


Miller Munson, formerly of the 
Seattle office of Erwin, Wasey & 
Co., has joined the Seattle staff of 
Ruthrauff & Ryan as account ex- 
ecutive. 


Packard Boosts Thomas 


C. D. Thomas has been promoted 
from assistant manager to manager 
of the sales promotion department 


of Packard Motor Car Company, 
| Detroit. 


a a a am a a 


St. Paul Shoppers 


mouths of this year over 


of 3,000 families for 1,536 


RIDDER-JOHNS, INC. Pl YORK 


Will She Buy YOUR BRAND In St. Paul? 


BUY by BRAND*. Repetitive 
brand sales result from repetitive advertising .. . 


in the ST. PAUL DISPATCH-PIONEER PRESS 


which blankets the St. 


St. Paul. is huying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 
leading the Nation in increases for the first six 


*FREE—The “1947 Dispatch-Pioneer Press Con- 
sumer Analysis of the St. Paul Market.” Write for 
this 176-page book showing the brand preferences 


Madison Ave. 


Paul half of the 9th Market. 


last year. 


products. 


perroir $T. PAUL 
Penobscot Bidq. Dispatch Bidq. 


CHICAGO 
Wrigley Bidg. 


é ioneey 


Morning 


~ Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time” merchandising at 


point of sale and how you can build maximum sales 


with Brand Identification Signs. 


3500 


A \ ~i\. 1s \\ 
‘~ REPRESENTATIVES NM ALL PRINCIPAL CITIES 


“QUALITY NEON AND FIVORESCENT SIGNS 


WDnoducts One, Lima t0%i 


in @UANTITY™ 


NEON AVENUE 


Aircraft Ass'n 


Used by Business | 


WaASHINGTON—-The Aircraft In- 
dustries Association has claimed 
that the use of personal air- 
craft by American companies is 
having an important influence in 
the sale of aircraft to company 
employes for family use. 

Reporting that this has hap- 
pened in about 20% of the indus- 
trial firms that are using privately 
owned aircraft, Dwane L. Wallace, 
chairman of the Personal Aircraft 
Council, recalled that the same 
pattern contributed to family ac- 
ceptance of the automobile after 
the industry fell upon the device 
of selling fleets of cars to industry. 

Aircraft Industries Association 

said its survey of plane ownership 
by firms in 30 fields of enterprise 
indicates that they are winning 
strong endorsement for time-sav- 
ing, economy, utility and prestige 
reasons. 
» Firms ranging from manufac- 
turers of lingerie to refrigeration 
equipment, motion pictures, steel 
fabrication, mining and bus op- 
eration found aircraft useful in 
transporting executives, or for de- 
livery of equipment and emer- 
gency consumer service. “Other 
uses include regular territorial 
trips by buyers and salesmen to 
cover wide areas quickly, cheaply 
| and for sales promotion or trouble- 
| shooting,” the association said. 


Czech Travel Ads 
Await Orders 
from ‘Prague’ 


ian Travel Bureau here last week 
was in a state of confusion await- 
ing word from the Ministry of 
Foreign Trade in Prague on travel 
status in that country since the 
Red seizure. 

Last December ‘the ministry 
sponsored travel ads in 11 national 
magazines inviting Americans to 
visit Czechoslovakia and to “forget 
what you’ve heard of ‘iron cur- 
tains’.” These ads were only 
scheduled until the end of Janu- 
ary and the drive, directed toward 
summer tourists, is now ended. 
| Future advertising, according to 
|a spokesman at the travel bureau, 
depends upon orders from Prague. 

The L. H. Hartman Company 
here is the agency. 


Birds Eye-Snider’s 
| French Fries Go Nat'l 


The Birds Eye-Snider division 
of General Foods Corporation, | 
New York, will advertise the na- 
tional distribution of quick-frozen 
French fried potatoes in 70 news- 
papers and has scheduled a page 
ad in a May issue of The Saturday 
Evening Post. The remaining 
magazine schedule has not been 
announced. Spot announcements 
also are being used. Young & 


Renois Promoted 


manager of the southern division 
of Gerrard Steel Strapping Com- 
pany, U. S. Steel Corporation sub- 
sidiary, has been appointed gén- 
eral manager of sales, with head- 


| | quarters in Chicago. 


Nordberg Advanced 

Harry M. Nordberg, manager 
of postage meter sales of Pitney- 
Bowes, Inc., Stamford, Conn., has 


been appointed general sales man-. 


ager. He will direct the domestic 


_ | sales of the company’s line of mail- 


ing and office machines. 


Nukem Elects Chandler 


| John W. Chandler, sales man- 
ager, has been elected vice-presi- 
dent and general sales manager of 
ge Products Corporation, Buf- 
| falo. 


Says More Planes | 


| 
! 
! 
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Whe Creative Wane Corner 


The female who has been legally attached to the occu- 
pant of this Corner—call her “The Creative Woman” if you 
like—used to go out shopping for sheets. That was in the 
good old days, before sheets got so valuable you began to 
wonder why they bury only gold at Fort Knox. 

Anyway, her Creative spouse would occasionally accom- 
pany her on these sheet-buying junkets and never, repeat 
never, did he see her finger a percale or even a muslin num- 
ber and exclaim, “Ah, this would be like sleeping in the 


New YorK—The Czechoslovak- 


} 
| 
| 
| 


teria. 


flower fresh charm of a rose bower!” 
yours truly, she isn’t the romantic type any longer, to 


Maybe, living with 


Sleep in the flower fresh charm of 2 Rose Bower... / 


Dosey Rase ¢ Creen* Pench + Airway Blue * Cancltcdi ght Yella + ond Thue 


Is there a rom: in your bedroom dover scheme? Marcle it with Pequot’: hewely fire cotabed / 

pervades ie the diab «alled Dunty Rese, Hetewdong fibers, exstpriete wa ioe / 

‘ wive these favure vhsets the haby-ealt feel af cosetond petol j 
pive a watin, Hoar ghow t your eéou and your deem. 


PEQUOT na PERCALES 


Propet Mills toleon War. 
Makers af Pract Macho ~ 
zea. America! s Most Popular Seces 


whom such thoughts occur. 
thread-count, price, ‘‘feel,”’ and set up other practical cri- / 
For example, if the color were Dusty Rose, Green, j 
Peach, Airway Blue or Candlelight Yellow, all she cared 
to know was how fast the colors were. 


MOR PHAN 260 COMETS THRLANS TO THE INCH / 


In any event, she checked 


Which brings us to this Pequot prose poem on roses, Is / 
| this how women buy? Is this what women want to know j 
about sheets? Is it even the way they want to feel about | 
them? | 
As a matter of fact, the only real information the Crea- / 


tive Man could find in this prose poem was the listing of 
the colors in which the sheets are available and the notice 
that they consist of “more than 200 combed threads to the 
inch.” Otherwise, all the emphasis seemed to be on roses. 
If this keeps up, next thing you know, the Florists’ Tele- 
graph Delivery Service will be showing sheets in the fore- 
ground of their ads and subordinating what they really have 


Rubicam, New York, is the agency. | 


William B. Renois, for 19 years | 


to sell, 
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Todd Promotes Greene 


Irving L. Greene, 


director 


of 


/ 


6 6 EF EP SF EF EF OF EF SF CPSP EE SS SPS? ~~ 


'division of the Avco Mfg. Cor- 
poration, has been appointed me'- 
chandise director of the parts (- 


_sales promotion and advertising of yision of Reynolds Metals Co:- 


Todd Company, Rochester, N. Y.,| pany, Louisville. 
has been named assistant general 


sales manager. 


Reynolds Names Stratton 


Lee Stratton, formerly domes- 
tic sales manager of the Crosley moved to 391 St. James St. Wes' 


Publisher Moves 

| Holliday Publications, Montre:', 
| publisher of Motor Book, Leatii°’ 
World and other publications, | 


Retail Jewelry Store in U.S.—1007 


NJ reaches monthly EVERY 
Retail Jeweiry store in the 
U.S.A, listed by Jewelers’ 


Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation—a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


4 ‘ 


4 


ae | 7 
NATIONAL yowever 


CHARTER [aq] MEMBER 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


& & & & & ONE journal reaches regularly 


BF LP, FAC 
y ht 


‘ 
¥ 
‘ 


i 
y 7 
Coverage 


Because jewelry stores 
cialize in small, porta 
*‘quality’’ articles exquisit 
designed for persona! 
Ahome use — durable art! 
representing not only 
ultimate in artistic d 
but also the maximum 
gracious living, manufat 
ers and importers of all s 
articles should give heed 
the prestige-advantage of 
tributing thru jewelry sto! 
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Top ‘41 Posters, 
Signs Get Annual 
Outdoor Awards 


Cuicaco—The Art Directors 
Club of Chicago last week re- 
vealed names of all 33 winners in 
its 16th National Competition and 
Exhibition of Outdoor Advertising 
Art. The three top medal win- 
ners — Heinz, Nash and National 
Biscuit — were announced earlier 
(AA, March 1). 

Among the award leaders were 
McCann-Erickson, with a hand in 
five awards; J. Walter Thompson 
Company and Foote, Cone & Beld- 
ing, four each; Atlas Supply Com- 
pany, which won first, second and 
third places in the automotive 
classification; U. S. Printing & 
Lithographing Company, which 
made six of the best posters; and 
artists Albert Staehle and Hadden 
Sundblom, who each painted 
three top posters (Howard Scott 
did two of the three medal win- 
ners). 

The award winners in the 11 
classifications include: 


Ford Wins 2 Awards 


Automotive: 1st, Nash Motors; artist, 
Howard Scott; agency, Geyer, Newell 
& Ganger; art director, Arthur A. 
Surin. 2nd, Ford Motor Company; 
artist, Crockett Johnson (for a Barna- 
by “Eye Guy’”’ poster recently shown to 
have high readership in a New Haven 
study) ; agency, JWT, and art director, 
W. Elton. 3rd, Ford; artist, John B. 
Wittrup; agency, JWT, and art direc- 
tor, John Cook. 

Automobile accessories: lst, 2nd and 
3rd, Atlas Supply Company; agency, 
McCann-Erickson; art directors, Her- 
bert Noxon and Edward Graham; 
artists, Albert Staehle on two and 
Roy Speter on one. 

Gasoline and oil: ist, Standard Oil 
of Indiana; agency, McCann-Erickson; 
artist, Mr. Staehle; art directors, Wil- 
liam C. Scott and Sidney A. Wells. 
2nd, Texas Company ; Agency, 
Buchanan & Co.; artist, Scott Johnson; 
art director, Charles Mahony. 3rd, Gulf 
Oil Corporation; agency, Calkins & 
Holden; artist, Herbert Bohnert; art 
director, Rene Clarke. 


Brach Top in Confections 


Food: ist, Heinz; agency, Maxon, 
Inc.; artist, Mr. Scott; art directors, 
Art Limbrock and Maurice Kelly. 2nd, 
National Biscuit; agency, McCann- 
Erickson; artist, Ralph Von Linden; 
art directors, Herbert Noxon and Ed- 
ward Graham. 3rd, General Foods 
Corporation; agency, Young & Rubi- 
cam; artists, Jack Welch and Ronald 
McKenzie; art director, Jack Anthony. 

Confections: Ist, E. J. Brach & Sons; 
agency, George H. Hartman Company ; 
artist, Lyman Simpson; art director, 
Alfred Festen. 2nd and 3rd, Swift & 
Co.; agency, Needham, Louis & 
Brorby ; artist, Bill Pleming; art direc- 
tor, Ernie Allen. 

Beers, liquors and wines: 1st, Globe 
Brewing Company; agency, Joseph 
Katz Company; artist, Carl Paulson: 
art director, George C. Adams; 2nd 
and 3rd, P. Ballantine & Sons; agency, 
JWT; art directors, Charles Barnes 
and John Cook; artists, Hayden Hey- 
den on one and J. W. Wilkinson and 
Carl Paulson on one. 


Soft drinks: 1st, Coca-Cola Com- 
pany ; agency, D’Arcy§ Advertising 
Company; artist, Hadden Sundblom; 


art director, Wilbur Smart. 2nd, Dr. 
Pepper Company; agency, Tracy Locke 
Company ; artist, John DeLooy éStevens 
Gross); art director, Samuel Hollis. 


3rd, Coca-Cola; agency, D’Arcy; artist, 
Mr. Sundblom; art director, Paul | 
Smith. 


Painted Sign Awards 
Miscellaneous: Ist, Sealy, Inc. ; 
agency, Aubrey, Moore & Wallace: | 
irtist, Mr. Sundblom; art director, J. | 
E. Schiffer. 2nd, Armour & Co.;}| 
agency, Foote, Cone & Belding; artist, | 
Charles Miller; art director, John B. | 
Brenning. 3rd, St. Lowis Globe-Demo- 
erat; agency, D’Arcy; artist, Charles | 
Showalter; art director, Harry Lam- | 
bert. 
Local: 


Pixley & Ehlers (Chicago 
restaurants), through General, Outdoor 
Advertising Company; artist, Lyman | 
Simpson, art director, William Miller; 
2nd, Desmond's (Los Angeles stores), 
agency, via Foster & Kleiser; artist, | 
Arnold Armitage; art director, Lumir | 
G. Mathauser. 
pany (Chicago), through General Out- 
door Advertising; artist, Phil Kiser; 
art director, William Miller. 

Painted display: 1st, California Fruit 
Growers Exchange; agency, Foote, 
Cone & Belding: artist, Tom Ryan; 


3rd, Bragno Wine Com- | 


art director, Lyman Powers. 2nd and 
3rd, Southern Pacific Company ; 
agency, FC&B; art director, Link 
Malmquist; artist, Bill Tara on one 
and Gordon Brusstar on the other. 
Special awards: ist, U. S. Army Re- 
cruiting; agency, N. W. Ayer & Son; 
artist, Paul Remmey; art director, Wil- 
liam Wood. 2nd and 3rd, Traffic Safety 
Campaign, through Mass Marketing In- 
stitute; artist, W. Parke; art direc- 
tor, Sundblom, Johnson & White. 


Ford Goes on Own 


Frank Ford has resigned as 
merchandising and program pro- 


motion manager of KNX -Co- 
lumbia Pacific Network, Los An- 
geles, effective April 1, to form a 
sales promotion creative and coun- 
seling service in Los Angeles. 


Rogers & Smith Buys 
Kimball Agency Office 
Rogers & Smith, which recently 
opened an office in the Dwight 
building in Kansas City, Mo., has 
purchased the Kansas City office 
and business of Abbott Kimball 
Company. The two agencies are 


in no way affiliated and each will | ball’s Kansas City office, and B. G. 

continue its respective national|Wasser, vice-president, have 

operations. joined Rogers & Smith as account 
D. B. Mindlin, manager of Kim-! executives. 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 


i, 


Tall 


MONG the basic reasons which 
account for the consistently 
high quality of Oxford papers is 
the long, carefully developed skill 


of its makers. 


In many cases, three 


of Oxford workers have made a 
family “tradition” of serving the 
same customers, both printers and 


FINALLY! OXFORD FAMILY FINDS 
SUCCESSOR TO CARRY ON TRADITIONAL 
SERVICE TO OUR CUSTOMERS 
FOR THE FOURTH GENERATION! 


generations 


distributors. Two generations 


of the same family at Oxford are 
far from unusual. Many veteran 
papermakers have spent their en- 


tire lives at Oxford. 


This fine craftsmanship is in 


addition to Oxford’s extensive 


manufacturing facilities—to con- 
venient and plentiful stocks of 
pulpwood — to complete control 
of all the production processes 


| 
| 


from start to finish. Taken to- 
gether, they account for Oxford’s 
almost fifty years of serving the 
same and new customers, supply- 
ing the finest quality papers. 


Oxford papers are handled by 
leading paper merchants in key 
cities, coast to coast. The mer- 
chants are ready to discuss your 


printing problems with you — to 
assist you in securing quality and 
uniformity in your printing jobs, 
whether gravure, offset or letter- 
press. Consult your Oxford Paper 
Merchant whenever you need 
quality printing papers or prac- 
tical assistance in getting better 
on-the-press results. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maincflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 


DISTRIBUTORS 
35 East Wacker Drive, Chicago 1, Ill. 


in 48 Key Cities 
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It's in the BAG! I can handle 
your layouts, lettering, 
cartoons, spot illustrations, 


presentations and shidefilm 
art work. ORIN PEDERSON, 
25 E. Jackson Blvd., Chicago 4, 
Phone Wabash 1021. 
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Witco Appoints Hazard 
The Automotive Specialities di- 
vision of Witco Chemical Com- 
pany, New York, has appointed 
Hazard Advertising Company, 
New York, to handle its account. 
The rest of Witco advertising has 
been handled by Hazard since 


1923. 


How ovvun 


LIKE THIS, FOR 
MAIL- PULL ? 


We've been telling you for yars 
and yars that Red River Valley 
people really “go” for WDAY. 


But here’s a case history that 


surprised even us! 


One of our WDAY advertisers 


recently put on a 28-station con- 
test, using a lot of the best sta- 
tions in Mid-America. At the 
of the campaign, the 
Agency told us the various costs- 
WDAY led the list, 
with a cost of .087. The average 
cost for the other 27 stations was 
$2.43! 


Any WDAY advertiser can tell 
you that WDAY and the Red 


River Valley are hard to beat. 


close 


per-entry. 


But for an actual resident’s ad- 
vice, ask your local representa- 
tive! 


FARGO, N. D. 
NBC ¢ 970 KILOCYCLES 
5000 WATTS 


FREE & PETERS, Inc. 


Exclusive National Representatives 


i —eee S 


know-how 
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punctuation 
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spelling 
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Only ‘America’ 
Lifts ‘Curtain’ 


in Soviet Union 


25,000 Go On Stands 
at 80 Cents; Underhill 
Tells ‘Voice’ Program 


| New YorK—The only American 
|magazine which gets into Russia 
|today is the State Department’s 
publication, America, Bartow H. 
Underhill, special assistant to the 
director of the Office of Informa- 
tion and Educational Exchange, 
Department of State, told a lunch- 
eon meeting of the Export Adver- 
tising Association. 

In a detailed report to the as- 
sociation on how the United States 
government tells the American 
story overseas, Mr. Underhill said 
that America is edited and pro- 
duced by a State Department staff 
in New York, and is printed by 
the Crowell-Collier Publishing 
Company on contract from the 
government. 

The magazine reflects nothing 
/controversial, Mr. Underhill 
| pointed out. “We made a deal 
‘with Russia never to compare 
|Communistic life with American 
life,” he said. It is based on what 
American people do rather than 
what they would like to do. 


USSR Has Okayed All 


The contents of America are 
sent to Moscow for the Russian 


fore we put one word into type, 
Mr. Underhill reported. In the 
four years America has been pub- 


| turned down one article. 

Fifty thousand copies are sent 

| to Russia each month, out of which 
/25,000 are put on the newsstands 
to sell for 80 cents in American 
|;money. The other 25,000 are taken 
‘in by the Communist Party for 
distribution. “We don’t know 
where these 25,000 go,” Mr. Under- 
/hill declared. 
_ America has no distribution in 
‘the United States and is printed 
| in Russian only. The magazine 
| costs about $500,000 annually and 
_almost proved itself self-support- 
jing last year when it took in 
$400,000. 

Mr. Underhill said the State De- 
partment would like to extend the 
magazine in Arabic and Chinese, 

but all expansions depend upon 
next year’s budget. 


Needs $50,000,000 


Discussing budget problems, Mr. 
Underhill pointed out that in 1947 
| the Office of Information and Edu- 
cational Exchange was given $20,- 


000,000, but in 1948, when the Of- | 


fice asked for $30,000,000, 
$10,000,000 was allotted. 

“When our fiscal year ends this 
June we plan to rehire 500 people 
whom we lost last year when our 
budget was cut,’ Mr. Underhill 
said. The office is hoping for a 
$50,000,000 appropriation next 
year. 

The radio division of the office 
uses half of the yearly budget 
and is the most important division 
from a financial viewpoint, Mr. 
Underhill reported. Known as the 
“Voice of America,” it carries the 
aims and policies of the average 
life of Americans and gives the 
world factual news as interpreted 
by the American press. 

Voice is now broadcasting 32 
hours of programs daily (which 
include multiple language and 
simultaneous programs) in 23 
languages. In 1949, Mr. Underhill 
said, Voice hopes to be on the air 
54% hours daily and expects to 
add nine more languages. News 
commentary programs take up 
25% of air time, 48% of the broad- 


only 


the women's apparel industry for cont 
paper advertising. Seated are (left to 


of advertising for Flexees girdles and brassieres . . . 


FLEXEES SIGNS—Sidney Garfield, president of Hirshon-Garfield, New York, 
signs a contract with the American Newspaper Advertising Network for 39 weeks 


and sets a new record in 
inuity and frequency in national news- 
right) Seymour Lipton, sales promotion 


manager of Artistic Foundations, manufacturer of Flexees, and Mr. Garfield. 

Standing (left to right): Milton Holz, Flexees advertising manager; E. C. Done- 

gan Jr., ANAN account executive; Larry Hanson, ANAN eastern manager, and 
Judah Katz, media director of Hirshon-Garfield. 


the American way of life and 27% 
to music and entertainment. 


Buys Foreign Station Time 


| About 30,000,000 receiving sets 
are now in working order that can 
take in these programs, he said. 
| There are at present 36 shortwave 
| transmitters in the U. S., and we) 
‘have government stations in Ma- | 


‘nila, Munich and Honolulu, Mr. | 
| Underhill reported. 


“We also buy time on local sta- | 


casts are devoted to shows about | December, the office found that 


11,000,000 people throughout the 
world had viewed one of these 
films during that one month. 


Book Publishers’ 
Study Shows Need 


for More Coverage 
New YorK—When asked 


whether they devoted space or 
‘time to book reviews, 484 news- 


| tions throughout the world for re-| papers out of 1,700, and 360 radio 
broadcast of our programs so that | stations out of 1,000 replied in the 
‘the Voice can cut in on normal affirmative, according to a recent 


Information Service to read be-| 


lishing the Russians haven't!) 


‘local station programming,” he 
| said. 

The radio division publishes 
|jradio guides in every language. 
These are distributed by State De- 
partment offices overseas by re- 
| quest. 

The second most important di- 
vision, which uses 20% of the bud- 
get, is the press and publication 
'division. This division’s biggest 
responsibility is the nightly issue 
‘of the Wireless Bulletin which 
goes throughout the world by 
wireless through the Morse code 
and is picked up by the office’s 
overseas offices. 

The Bulletin is immediately 
translated into the local language, 
multigraphed with other informa- 
tion received from this country by 
|airmail and sent free to all public 
officials in that country, newspa- 
pers, radio stations, magazines, the 
American embassy and anyone 
who requests it. 


Supplies Films 
The bulletin is not a repeat of 


AP or UP wires, but contains a) 


complete coverage and general 
|analysis of news taken from edi- 
torials, personal remarks by im- 
portant Americans, news about 
medicine, science and art. 

This division also supplies fea- 
'ture material which is requested 
by overseas newspapers. Two 
recent features covered exten- 
sively by overseas newspapers, for 
which we supplied research, were 
the position of the American 
Negro, and a review of labor 
unions, Mr. Underhill said. The 
office finds that 90% of this ma- 
terial is used. 

“We also reach people who can’t 
read by supplying film strips,” he 
said. Scripts are distributed with 
these films to enable the man who 
projects the films to explain the 
stories. These films are shown 
mostly in China and India. 

Another division of the office is 
the motion picture section, which 
distributes and produces films to 
be shown locally. This section 
would like to produce 65 new films 
in 1949, all of which depend upon 
the size of the new budget. 

“We now have films available 
in 28 languages and have showed 
them in 86 countries,’ Mr. Under- 
hill said. In a survey taken last 


|survey of the American Book 


|Publishers Council. 


| Last fall the council sent out 
| questionnaires to managing edi- 
|tors of newspapers and program 
directors calling for data on book 
|reviewing practices. The results 
‘of this survey will help the 76 


council members find the areas 


where more book coverage is 
needed and where review books 
are not sent. 


The newspaper and radio sur- 
veys were prepared under the di- 
rection of the council’s press and 
radio committee, headed by Ken- 
neth Giniger, Prentice-Hall. 

The council reported that it is 
now preparing a series of book 
programs for WNYC, New York, 
which will begin this month. If 
these prove successful, the council 
may make the series available to 
other stations. 

Two more surveys will. be made 
in the near future by the council, 
ithe first of which will be on syn- 
/dicates’ book coverage. The sec- 
'ond survey will cover magazines. 


Kitchen-Kratt 
‘Cabinets Get 
Magazine Drive 


| GALESBURG, ILL.—Kitchen-Kraft 
| steel kitchen cabinets will be ex- 
tensively advertised this year by 
Midwest Mfg. Company here, with 
farm and general magazines, trade 
publications and varied dealer aids 
used. 

Two-color ads will appear in 
American Home, Better Homes & 
Gardens, Farm Journal, Govd 
Housekeeping, Successful Farmiig 


and probably others. Trade pub- 
lications will include Electric! 
Merchandising, National Furn'- 


ture Review and Retailing Hon ° 
Furnishings. 

Consumer advertisements w:'! 
feature coupon offers of a 28-par' 
booklet on kitchen planning ana 
installation. 

Sales aids include easel-ty} 
sales books, catalogs, kitchen pla! 
ning kits, reprints of consum 
ads and direct mail, as well : 


newspaper mats and radio sp' 
announcement scripts. 

Dozier - Graham - Eastman, L« 
Angeles, handles the account. 
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Kaiser-Frazer Corporation may 
alter advertising plans as the re- 
sult of dropping its second shift 
at Willow Run in early March, 
but expects to make no general 


reduction in total expenditures, 
which were estimated (AA, Dec. 
8) at $7,000,000, based on an ex- 
pected production of 329,000 cars 
in 1948. 

For one thing, K-F may drop 
the highly-Hooperated hour-long 
“Amateur Hour” television show. 
Spot radio, however, would be in- 
creased. 

Although demand has subsided 
a bit, due largely to snowy weather 
in most of the country, dealers are 
said to have a substantial number 
of orders for April delivery. 

The second shift operations 
would have been financed by a 
new stock issue which failed to go 
through when the underwriters, 
headed by Cyrus S. Eaton’s Otis 
& Co., Cleveland, failed to go 
through with its agreement to 
pay K-F $11.50 a share and offer 
it to the public at $13, in the face 
of a declining market. 

K-F is now suing Otis, and has 
switched financial allegiance from 
Henry Kaiser’s old friend Eaton 
to First Boston Corporation. 

a * * 


Reports on the West Coast that 
Time, Inc., may go into the news- 
paper field with acquisition of the 
Roche chain of community weekly 
newspapers in the Santa Monica 
Bay area in Los Angeles county 
are not accurate. Time, Inc., defi- 
nitely will not buy into this chain, 
but there’s a_ possibility that 
Henry R. Luce, head of Time, 
may be part of a group which 
would. 

The papers would be merged 
into a new daily serving this fast- 
growing county. 

oe tk * 


Senator Cabot Lodge’s sugges- 
tion that the New York Herald 
Tribune be translated into French 
and sold in France, in order to 
show Frenchmen what American | 
journalism means, has encoun- | 
tered nothing but hostility in) 
French press circles. 

Even though there is very little | 
likelihood that such a project will | 
materialize, and even less that the | 
Frenclf government would agree | 
to it, French newspapermen are | 
frankly disturbed. Said one: “An | 
eight-page American daily in the | 
French language would kill the 
French press completely.” 

co co * 


The Advertising Research 
Foundation’s committee to study | 
the possibilities of a continuing 
study of magazine readership is 
expected to determine the objec- 
tives of the study some time in| 
March. The magazine study would 
be the first undertaken, since the 
foundation was launched in 1936, 
which was not initiated by the 
medium to be covered. 

Financing plans for it are yet 
to be made. The foundation has 
not formally approached maga- 
zines yet either on objectives or | 
on financing. It is possible that | 
the study might be made without | 
the active participation of maga- | 
zines. 

Annual report of the ARF: for 
1947, to be issued soon, will show 
a gross income of about $250,000 | 
—obtained from daily and weekly 
newspapers, car cards, business 
papers, farm papers and other 
media on which the foundation is 
now making continuing studies. 


* * * 


American film companies in 
Britain formerly advertised lists 
of films “coming shortly.” Even 
though the supply of American 
films now is running out, the lists 


continue to appear, but with cap-! 


tions describing films that will not 
be seen in Britain. Say the Metro- 
Goldwyn - Mayer headlines: 
“These are the films you should 
be seeing—and will see when the 
prohibitive film tax position is 
regularized.” 

The M-G-M London organiza- 


tion denies any intention of creat- 
ing public sympathy for the film 
makers’ position, but adds blandly: 
“We shall be pleased if that is the 
result.” 


Bushway Retains Frost 


Harry M. Frost Company, Bos- 
ton, has been retained by Bush- 
way Ice Cream Company, Somer- 
ville, Mass., to handle its adver- 
tising. Newspapers, direct mail, 
and window and store displays 
will be used. 


Promotes Caplan 


Alfred Caplan, former district 
sales manager in charge of the 
Detroit sales office of National Sil- 
ver Company, New York, has been 
appointed sales manager of the 


Curtis Appoints Egan 

John A. Egan, formerly general 
sales manager of Harriet Hubbard 
Ayer, has been appointed sales 
manager of the retail division of 
Helene Curtis Industries, Inc., 


Who the HEIL is 


He’s an agency head who will point out 
several mass-selling flelds wide open for 
new advertising rates. Just watch; 


chain store division. 


Box 6920 
100 E. Ohio Street, chicsge 11 i | 


2 Who the HELL is 


He's an agency head who will tell you 
a success secret now being + in 
mea goods field. Next wee 


Chicago. 
= Jf 


FOUND MONEY—Extravagance is no index of a prospect’s worth. To 
women who stoop to conquer the rising cost of living are 
your best prospects, today and tomorrow! The readers of Woman’s Day 
find millions to spare for the products you advertise thanks to the “How 
To” editorial policy of this publication. When women take care of their 
pennies, you'll find your dollars take care of themselves. Found money 


the contrary... 


is sound money. 


because buying is a woman’s business: 


Womans Day is never dene } 


—! ———S " 
So = > 


basket . 
is sold... 


The golden nest eggs these 


$4,462,000,000 for Food a 


cities of 10,000 and over. At the 


3,000,000 


housewives and mothers will lay on the retail 
counters of America will be 
worth $11 billion $637 million in 1948: 


nd Tobacco 


$1,795,000,000 for Clothing, Accessories, Jewelry 
$ 188,000,000 for Toiletries and Beauty Parlors 
$1,459,000,000 for Household Operations 

$ 140,000,000 for Drugs and Appliances 


And you can find all 3,000,000 of them in Woman's Day's 
. living where 88% of all retail merchandise 
and 719% of them beautifully bunched in 


lowest page rate 


per thousand of any women’s service magazine, 
Woman's Day enjoys the greatest single copy sale (100°) 
of any magazine in existence! Other indications 


of vital editorial interest are (1) Woman's Day has 
received, in a single year, more than 600,000 reader letters and more than 
700,000 requests (without advertising inducement) for instructions. (2) Woman's Day 
boasts the greatest percentage of housewives and mothers of any women’s service magazine. 
(3) Woman's Day attracts the greatest concentration of price-conscious, economy-minded 
women in these United States. Advertisers who count costs court women who count pennies. 
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This masthead identifies a new 
: editorial-style advertising col- 
umn, a service for families planning new homes 
for self-occupancy, buying homes from “for sale 
or rent” developments, or modernization of 
existing dwellings. “How to Plan Your Home” 
will appear each Sunday in the building section of 
the following metropolitan Sunday newspapers: 
Boston Herald-Traveler, New York Times, Phila- 
delphia Inquirer, Pittsburgh Press, Cleveland Plain 
Dealer, Detroit Free Press, Chicago Tribune, 
Omaha World Herald, Minneapolis Tribune, Des 
Moines Register and Tribune, St. Louis Post-Dis- 
patch, Indianapolis Star and Cincinnati Enquirer. 

The area served by this group accounts for more 
than 50% of the national expenditure for new 
housing and modernization. For certain items of 
equipment the potential reaches 70%. Industry 
experts expect these markets to remain at peak 
levels for a decade. 

Low advertising costs are a first consideration 
for products bought once every fifteen years or 
more. With advertising rates now at record high 
levels, a medium is needed to reduce advertising 
costs and to extend market coverage with greater 


How to Plan Your Home 
TO BUILD...TOBUY...TO MODERNIZE 
By Ralph Warner Hammett, School of Architecture, University of Michigan 


consumer impact. The column technique does this. 

“How to Plan Your Home” offers the lowest 
home-planning rate and reduces advertising cost 
much more through effective use of small copy. 
Market penetration in urban, suburban and wealthy 
rural areas is from six to ten times the usual ratio. 

“How to Plan Your Home” is introduced by a 
comprehensive home-planning guide section, edited 
by Ralph Warner Hammett, School of Architecture, 
University of Michigan. Prof. Hammett is widely 
known in residential design and active in home- 
planning services of the University of Michigan. 
All phases of home planning from site selection to 
finished residence are covered. Special emphasis 
is put on modernization, a field for sales as yet un- 
touched by intensive sélling. 

Surveys indicate unusually high readership 
among home-planning families plus wide coverage 
among architects, builders, distributors, dealers and 
building money men. Readership of the building 
pages by these factors is substantial and the ob- 
jectives and service of “How to Plan Your Home” 
have met enthusiastic approval. Reprints and 
blowups of the column are in demand now for 
reference and display use. 


“How to Plan Your Home” is the 
largest and most economical ad- 
vertising medium in 
the home - planning 
field. Largest, be- 
m cause this column 
i has a circulation of 
y more than 8,000,000 
—nearly 50% more 
than all other home- 
planning media com- 
bined, Most economical, because 
“How to Plan Your Home” has a 
milline of only $2.01 against an 
average of $6.00. 


Cost per hundred readers is 
really what your advertising dol- 
lar buys. Column advertising 
(Starch ratings) shows cost ad- 
vantages as great as 50 to 1. Here 
there is no need for large atten- 
tion-getters or extreme product 
illustration. Column techniques 
require only the product story 
and trade mark. A receptive, in- 
terested family needs home plan- 
ning and product information. At- 
tention is secured by column size 
because “How to Plan Your Home” 
is always the largest feature on 
the page. 


Mass consumer markets in the 
industry are (1) 


building new 


homes for owner - occupancy (2) 
for sale or rent developments (3) 
modernization or replacement. 
Reaching all is a first objective 
but at a price that fits your ad- 
vertising budget. Only the met- 
ropolitan Sunday newspaper does 
this. For example, Des Moines is 
a city of 48,000 homes and the 
Register-Tribune has 62,000 sub- 
scribers in the city area. The 
largest home - planning magazine 
has 8,000 in the same area. Thus 
40,000 homes needing your prod- 
ucts remain untouched.  State- 


wide, the Register-Tribune has a’ 


67% home coverage—a plus of 
surburban, small-town and fine 
rural homes with families who 
need your product information. 


Editorially, the home - planning 


oe of the metropolitan Sun-|dium which he reads regularly | === 
ay newspapers regularly are pro-| and in which he regularly spends | 


viding excellent background for 
your advertising effort. “How to 
Plan Your Home’s” editorial guide 
is a high spot among the many 
valuable and authentic service 
articles that appear on new and 
modernized homes. 


our only function. Your product 
story gains by association with 


other responsible manufacturers 
and in many instances enlarges 
modernization projects. In most 
instances both husband and wife 
must be sold—only the metropoli- 
tan Sunday newspaper reaches 
them both on the same logical 
home-planning day. 


_ Readership of the Sunday build- 
ing pages by consumers consist- 
ently shows high traffic. They 
come to this section in a buying 
mood for detailed information 
about your product, where to see 
and buy. For example, in insula- 
tion (a basic building product) 
the readership ratio in the build- 
ing section is as high as 5 to l 
over Starches in other home- 
planning media. 


To high readership add the IM- 
PACT of an expert personality. 
America has the column reading 
habit and force is added to your 
product story. Effective continuity 
is possible for your sales argu- 
ments at a rate you can afford. 


Architects, Builders, Dealers, Dis- 
tributors and Building Money Men 
are impor- 
tant factors 
|in your final 
| sale. Surveys 
|show thi 
| section is fol- 

lowed closely 
and regu- 
larly by all 
five. “How to ~ 

Plan Your - 
| Home” has their complete endorse- 
/ment—the only way to reach all. 


| Merchandising has advertising | 


|“eonsciousness” as a first objec- 
tive. Isn’t it logical to do your ad- 
| vertising in the dealer’s own me- 


| * aie 
his own advertising money? 


| What Do You Expect Your Ad- 
_vertising to Do? We suggest this 
as a platform for space purchase 
j}and copy planning: 

First, be a part of home-plan- 
ning activity—be considered and 


Home planners are shoppers,| studied any time a product de- 


seeking advice and product infor-| cision of your type is to be made. | 


mation. 


Second, impress trade factors. 
Depend upon this column to reach 
and hold them, week after week. 

Third, build name and product 
association. This is a job for a 
truly mass medium such as our 
column which repeats your name 
and product many millions of 
times weekly. 

Fourth, tell your product story. 
Tell it to interested families who 
want to know (for the purpose of 
buying) what you offer. 

Fifth, tell who installs yorr 
product and where it can be seen. 
“How to Plan Your Home” readers 
are serious—ready to go to dis- 
tributor for ‘nearest dealer” or 
for catalog information. Impress 
dealers that you are producing 
floor traffic to their displays. 


Here is a typical column ad, 
covering every selling point ap- 
pearing in half-page magazine ad: 


A New Discovery About Hot 
Water! One of the most remark- 
able scientific developments in re- 
cent years has been devoted to 
giving you really modern hot- 
water service for your home. Long 
an “orphan” among the new ap- 
pliances for your home, the auto- 
matic water heater has at last 
come into its own. The result is 
the Permaglas Water Heater... 
that cannot rust or corrode. No 
more tank rust to ruin your laun- 
drv ...no more corrosion dirt to 
discolor hot water and fixtures. 
How is this achieved? By the 
unique tank that is glass-fused- 
to-steel. Steel and glass joined in 
life-time union—an exclusive 
development by 
A. O. Smith sci- 
entists. Yes, you can 
really forget about 
hot water troubles 
now when you de- 
pend on a Perma- 
glas Water Heater 
sold where you see 
this emblem. 


Check the list of papers again— 


fine names in the publishing in- 


dustry, serving 
ee”, 
- 


their communi- 


ties for dec- 
ades. 

If you want 
/ to know more 
. about the larg- 
* gar” est and most 

aC economical ad- 
vertising me- 
dium in the 

home-planning field ask to see the 
complete outline on “How to Plan 
Your Home.” Time required is 22 
| minutes—and there is, of course, 
'no obligation. Direct your inquiry 
| to: Jack F. Casey and Ward Webb 
_ Major Home Planning Markets 
30 West Washington St. 

Chicago 2, Illinois 


They come to “How to! “How to Plan Your Home” is the| see Standard Rate & Data Service 


Plan Your Home” because that is| focal point of consumer planning.|for rates and mechanical details. 


Craig Lawrence, gen’l mgr. of Station WCOP, Boston, will be one 
of the speakers on the Founders’ Day program of Boston University, 
March 12-13. . . W. Frank McClure, v.p. of Carroll Dean Murphy, 
Inc:, Chicago, founder and for 33 years president of the North Shore 
Sunday Evening Club in Wilmette, resigned Feb. 29, the closing 
night of the organization’s 33rd year... 

MBS President Edgar Kobak left for a 20 day vacation in sunny 
Jamaica last week. . . Edward L. Bernays, public relations counsel, 
has been appointed chairman of the public relations division of the 
Manhattan Commerce & Industry committee of the Red Cross 1948 
fund drive... 

Watson H. Vanderploeg, pres. of Kellogg Co., Battle Creek, has 
been elected a director of Libby, McNeill & Libby, Chicago food 
canner. . . New president of the Tacoma, Wash., Athletic Commis- 
sion is Howard Smith, pres. of the Condon Company, Tacoma 
agency. . . 

aa evening course in advertising at the Fort Worth Retail In- 
stitute is being taught 
by David C. Garrett, 
of Advertising Busi- 
ness Agency, Fort 
Worth... And in 
Portland, Ore., Jack 
Sugg, of the Mac Wil- 
kins, Cole & Weber 
agency, has joined the 
evening staff of Mult- 
nomah College to 
teach advanced radio 
advertising. .. 

W. R. (Ted) Blend, 
classified ad mgr. of 
the Chicago Tribune, 
will be back March 
15 after a month’s 
golfing and deep-sea 
fishing in Florida. . 
Tom Wess, art direc- 
tor of Needham, Louis 
& Brorby, Chicago, is 
in charge of an art 
and craft show to 
which employes of all 
departments of the 
agency have con- 
tributed. The exhibit 
went on display 
March 5 for a two- 
week period. . . 

Jamison Handy, pres. of the Jam Handy Organization, Detroit, 
has received the President’s Certificate of Merit for outstanding 
services in World War II in aiding “the development, improvement 
and rapid production of highly diversified, specialized, technical 
visual aids.” . . E. W. Ziebarth, dir. of education for WCCO, Minne- 
apolis-St. Paul, will receive a doctor of philosophy degree from the 
University of Minnesota March 18... 

Ted Arnold, local sales manager of Station WHBF, Rock Island, 
Ill., who served as v.p. of the Rock Island Community Chest cam- 
paign last year, has been elected president. . . Ed Hennessy, ad- 
vertising and promotion mgr. of WRBL, Columbus, Ga., CBS affili- 
ate, has been given the distinguished service award for outstanding 
civic work in the community during 1947... 

If you want to hear some exciting stories about ice fishing in 
the Northwest Territories at 50 below, where it’s too cold to snow, 
listen to some of the tales Hamilton Wright, v.p. of the Hamilton 
Wright publicity organization is telling. The New Yorker has just 
returned from a flying trip to the Northwest Territories and into 
the Arctic Circle, directing newsreels and short subjects for the 
National Film Board, Canadian government agency... 

Tom Barnhart, Minneapolis Adclub president, conducts an over- 
subscribed evening advertising course conducted by Star and 
Tribune from Clyde Bedell’s material. . . John S. Knight, editor and 
publisher of the Chicago Daily News, has been vacationing in 
Miami, where the Knight Newspapers head also has the title of 
editor and publisher. .. When Harry Stone joined WSM, Nash- 
ville, in 1928, he was the only full-time announcer on the staff. 
Now v.p. and gen’l mgr., his 20 years’ service was celebrated a 
couple of weeks ago at a party staged by the staff. . . 

Life memberships in the Advertisers Club of Cincinnati have 
been presented to C. A. Radford and Myron Smith, past presidents. 
Mr. Radford retired March 1 as publicity mgr. of the New York 
Central System, and Mr. Smith retired in 1941 as manager of 
publicity of the Cincinnati & Suburban Bell Telephone Co.. . 

Col. John R. Reitemeyer, pres. and publisher of the Hartford 
Courant, will serve on the judges’ committee, which names the 
recipient of the citizens’ award presented by the Hartford Post, 
Jewish War veterans... 

Joseph M. Russakoff, founder and pres. of Vanguard Advertising 
Agency, New York, has joined the staff of the advertising unit of 
the City College Midtown Business Center, where he will instruct 
the trainees in agency procedure. He’s director of press contact 
for the AFA and public relations director of the Direct Mail Ad- 
vertising Association... 

Theodore Koop, director of CBS news in Washington, D. C., has 
been elected president of the district chapter of Sigma Delta Chi, 
national professional journalistic fraternity. He succeeds Luther 
Huston of the New York Times Washington bureau, who is now 
national president. .. Bernard Rodner, ad mgr. of Sears, Roebuck & 
Co., Cincinnati, passed out cigars in honor of the birth of his third 
child, a boy, Feb. 12... 

Sam R. Bloom, ad dir. of the Dallas Times-Herald, and Harry D. 
Guy, nat’l ad dir. of the Dallas News, accompanied the accrediting 
committee of the American Council on Education for Journalism 
on recent inspection trips to Texas universities. . . Thomas L. Kane, 
publisher of Iron Age, rates an apology for having been designated 
“James” in an AA picture caption Feb. 23... 


FIREMEN—Tom Roberts, space salesman, Chicago 

Sun & Times, and James Kurz, manager of the re- 

search department, Swaney, Drake & Bement, hoist 

a log for the fireplace at a party held by Post 59, 

Chicago Advertising Amvets, at the Mohawk Coun- 
try Club. 
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Unused Monopoly 
Rule May Soon 
Hit Tire Makers 


WASHINGTON —FTC’s investiga- 
tion of the tire industry took on 
added importance last week, as 
the commission warned the Big 
Four tire makers that they must 
give an accounting of their deal- 
ings with big tire buyers before 
March 24. 

When the investigation was an- 
nounced Jan. 30, it was regarded 
here as an important precedent 
for an entirely new form of gov- 
ernment regulation over discount 
practices. 

FTC’s unwillingness to delay 
pre-hearing formalities indicated 
that the commission, too, feels it 
is opening up a fresh field of anti- 
monopoly investigation which 
should be exploited at this time. 


1947 Sales Queried 


The Big Four—vU. S. Rubber, 
Firestone, Goodrich and Good- 
year—have been under instruc- 
tion since Jan. 30 to submit full 
information about 1947 dealings 
with large consumers, including 
the price and discount schedules 
which were followed in each case. 

In announcing the investigation, 
FTC made it clear that its inter- 
est goes beyond the familiar ques- 
tion of “proportionately equal 
terms to all buyers.” 

It admitted that there will be 
an effort to apply a previously un- 
used section of the Robinson-Pat- 
man Act which authorizes the 
commission, under certain circum- 
stances, to fix a maximum dis- 
count unit for an industry. 

FTC entered the tire industry 
inquiry on the prodding of the 
House small business committee, 
which claimed that independent 
tire dealers have been seriously 
handicapped because large dis- 
counts are available to = chain 
stores, mail order houses and fleet 
operators who contract for un- 
usually large quantities of tires. 


Questions Enforcement 


The small business committee 
pointed to what is now called Sec- 
tion 2(a) of the Clayton Act, as 
amended by the Robinson-Patman 
Act, and asked why, in nearly 12 
years, this section had not been 
enforced. 

The section provides that FTC 
“after investigation and hearing, 
may fix and establish quantity 
limits as to particular commodi- 
ties where it finds that available 
purchasers in greater quantities 
are so few as to render price dif- 
ferentials on account thereof un- 
justly discriminatory or promotive 
of monopoly.” 

FTC stalled tire dealers for 
many years on the grounds that it 
was not sure of its authority 
under this section. Shortly before 
it agreed to take up the tire prob- 
lem, the commission began re- 
ceiving petitions from other re- 
tail groups, particularly grocers, 
who say something should be done 
about the discounts available to 
very large buyers. 


Delay Refused 


Once started, FTC became 
amazingly firm. On Feb. 24 the 
Big Four asked extra time to com- 
pile the data which had been re- 
quested. This was curtly refused, 
with the warning that the tire 
nakers would be subject to a 
penalty of $100 a day if the data 
1s not in hand here on March 24. 

Once the information has been 
received, the commission must de- 


termine whether the existing dis- | 


count practices play unfairly into 
‘ne hands of big buyers, with the 
tendency of promoting monopoly. 

Then the commission must find 


a.maximum discount unit which 
would leave the most advanta- 
geous discount rates available to 
medium size as well as large 
buyers. 


Help Medium Size Dealers 


The National Association of In- 
dependent Tire Dealers hopes that 
FTC wili fix 20,000 pounds—the 
equivalent of one carload—as the 
maximum discount unit for tire 
dealers. The association also in- 
sists that these discounts apply 


only to “one shipment, one time, 
to one place.” 

According to an_ association 
spokesman, use of “one shipment, 
one time, to one place” would pre- 
vent chains, fleet owners and 
others from _ benefiting from 
cumulative purchases which may 
be delivered to various parts of 
the country under a single ac- 
count. 

An association spokesman ex- 
plained that no purchaser would 
be entitled to a better price, even 


on single orders exceeding 20,000 
pounds. 

He predicted that the 20,000 
pound unit would be within the 
reach of most medium size tire 
dealers, without working a hard- 
ship on the larger buyers. 


Teentimers on MBS 


Johnny Desmond’s Teentimers 
Club will return to the airwaves 
March 13 under the sponsorship 
of Teentimers, Inc., New York. 
The 30-minute broadcast, which 


61 


was aired over NBC last year, will 
be carried on 175 MBS stations. 
Buchanan & Co., New York, is the 
agency. 
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DO YOUR SELLING WHERE GOOD TIMES 


Sell the Midwest's Mass and You Sell the Nation's Class 


Certainly it’s no secret that farmers as a group 
are prosperous—nor that the farm market as a 
whole is good. Not so widely appreciated however, 
is the estimate that 80% of the nation’s total farm 


income is earned 


by the top 43 of the nation’s 


farms. These high income farms are concentrated 
largely where good soil is combined with good 
farming. To help you locate and learn more about 
your best farmer prospects, the Midwest Farm 
Paper Unit asked the U. S. Bureau of the Census 
to make a detailed study of census redords of 
subscribers.* This study was performed by Census 


Nome___ 


MIDWEST FARM PAPER UNIT 


59 East Madison Street * Chicago, Illinois 


Gentlemen: Please send me a free copy of your new booklet “Where 
Mass is Class”, containing a Census Bureau appraisal of subscribers. 


Firm 


Address_ 


r-—--------- 


Bureau personnel; analyzed and paid for by the 
Midwest Unit. Resulting facts and figures show 
clearly where a large share of the nation’s farm 
wealth is concentrated. Findings demonstrate con- 
clusively that subscribers to Midwest Farm Papers 
stand materially above the U. S. average in in- 
vestments, production, buying power. This study 
is available in an easy-to-read, illustrated book- 
let. Copies on request. Mail coupon below. 


*Records for individual farms and farmers were not made available to Midwest 
Farm Paper Unit, nor to anyone else, since the Census Bureau is prohibited 
by law from disclosing information relating to any individval farm or farmer. 


WALLACES’ FARMER and IOWA HOMESTEAD » NEBRASKA FARMER * PRAIRIE FARMER * THE FARMER + WISCONSIN AGRICULTURIST and FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago + 542 New Center Building, Detroit + Russ Building, San Francisco + 645 S. Flower St., Los Angeles 
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i Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women Believe In. More women buy Ladies’ Home 
Journal, because women are more actively interested in a magazine edited 
especially for them. Their preference emphasizes the more useful, influential purpose the Journal 


serves in their lives. That’s why, if women buy your product, or influence its purchase, 


you can tell more women, so much more effectively, in Ladies’ “JOURNAL 


Bought by nearly a MILLION MORE women than any other magazine™ 


*Monthly OR weekly, with audited circulation. ; 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MIAMI RIVALS TIMES SQUARE—The biggest circulation in Florida, largest 

animated milk and ice cream sign in the world, largest animated portrait of 

Elsie are some of the claims for this Miami spectacular for the Borden Co., 

New York. Located at Biscayne Blvd. Circle, the sign is 54 feet wide and 37 
feet high, with two miles of tubing, wiring and cable. 


RALEIGH CLUB SPEAKER—S. R. Bernstein, vice-president and editor of Adver- 
tising Age, puts over an important point in a talk to the Raleigh, N. C., Adclub. 
At left is Jonathan Daniels, executive editor, Raleigh News & Observer, and at 
right, R. H. Mason, general manager of Station WPTF and president of the club. 


ONCE IN A LIFETIME—Last month's heavy snowfall in Memphis gave a twist 
to this 24-sheet "Gone to Florida” poster for Frisco-Southern Railway System. 
Gardner Advertising Co., St. Louis, is the Frisco agency. 
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INAUGURATE NEW HEADQUARTERS—Discussing the 1948 program of the 
Southern California Advertising Agencies Association in the group's new quarters 
in the Van Nuys building, Los Angeles, are (left to right) David Fenwick, Dunn- 
Fenwick & Co., association president; Howard Ehrlich, Abbott Kimball Co., sec- 
retary-treasurer, and Jack Kiefer, vice-president. 
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BITE-SIZE—Van Camp Sea Food Co. 

will give its new "bite-size grated 

tuna pack the greatest drive in the 

er See history. Brisacher, PENS SPRING POSTER CAMPAIGN—This spring poster for Morton Salt Co., 

on Norden & ; pen 1S Tae Agena, Chicago, will go up on 13,750 outdoor boards March 15. The design is the first 
prepared by Needham, Louis & Brorby, new agency on the account. 


BMB MEETS—The board of directors of the Broadcast Measurement Bureau took time out from their annual meeting in New 
York to pose for this picture. Members and guests present were: (seated, left to right) Joseph M. Allen, Bristol-Myers Co., 
Justin Miller, National Association of Broadcasters; Roger Clipp, WFIL; Carlos Franco, Young & Rubicam; Leonard Bush, 
Compton Advertising; Hugh Terry, KLZ; Robert Mason, WMRN; A. H. Caperton, Dr. Pepper Co.; Hugh Feltis, BMB; Lowry 
Crites, General Mills; E. P. H. James, Mutual Broadcasting System; J. Harold Ryan, Fort Industry Co., and Linnea Nelson, 
J. Walter Thompson Co. Standing (left to right): D. E. Robinson, LaRoche & Ellis; John Churchill, BMB; Kenneth Baker, 
NAB; Laurence Casey, Root, Ballantine, Harlan, Bushby & Palmer; Frederic R. Gamble, Four A's; Melvin Brorby, Needham, 


Louis and Brorby; Paul West, ANA; Herald Beckjordan, Four A's; Thomas Brown, ANA, and Philip Frank, BMB. 


CLEVELAND ADCLUBBERS JUDGE DAYTON WORK—Advertising produced by members of the Dayton Advertising Club 
during 1947 is shown in the hands of a group of Cleveland Advertising Club members who were invited to judge the compe- 
tition. Left to right are Elmer J. Kopp, Patterson Sargent Co.; Charles Farran, vice-president, Griswold-Eshleman Co.; Al 
Buzzelli, Fran Murray, Inc.; Wilmer H. Cordes (chairman), American Steel & Wire Co.; W. P. Jennings, Central Ohio Paper 
Co.; Elman R. Wenger, Wenger Studios; Horace Treharne, secretary-manager, Cleveland Advertising Club; L. P. Moyer, lamp 
department, General Electric Co.; Allen H. Frost, Copifyer Corp., and Barclay W. Newell, Wm. Taylor Son & Co. 
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Walter Lowen 


PLACEMENT AGENCY 
* 

Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives © Copy @ Art ® Office 
Public Relations 


Please write briefly outlining your spe 
cific experience or personnel needs. 


420 LEXINGTON AVENUE Jr. Copy-Engrng. Deg. ......... $300 
NEW YORK 17, N. Y pp ree ree eT $350 
ae, Ve Merchandise Mgr. ............-. $375 
MU 9-2630 Account Executive ........... OPEN 
Editorial Assistant ............ $35 

Artists—Top Salaries. 

SHAY AGENCIES 

30 W. Washington, Chicago 2, Iil. 


RATES: 6c per line, minimviim charge $3. Cash with 


order. Figure bold face heads (maximum two lines 


25 letters and spaces per line; light body, face 44 per line. tox numbers add to lines. Copy deadline 
Thursday noon, 11 deve preceding publication date, Display clensihed: sdvertivomann sake card pate of $10 


column inch. Regular card discounts on multiple insertions and space over $ inches apply 


HELP WANTED 


on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales——Creative—Executive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personne! 
209 S. State St., Har. 2063, Chicago 


BARGAIN 


3400E ADDRESSOGRAPH 
MACHINE AT SACRIFICE 
PRICE FOR QUICK SALE 


* 


Need a high-speed automatic 
addressograph machine? Then 
here's a chance for you to save 
over a thousand dollars! We 
paid $2,300 for this No. 3400E 
machine several years ago — 
and because of a change in 
our addressing system, have 
not used mealies single hour 
during past year. Lack of 
space now makes quick sale 
necessary. Completely rebuilt. 
Like-new. High serial number. 


FIRST REASONABLE 
OFFER TAKES IT! 


Phone Miss Dee at Delaware 1336, 


Chicago or write Box 6989 Adver- 
tising Age, 100 E. Ohio $t., Chi- 
cago. 


WANTED 
ACCOUNT EXECUTIVE 


with immediate billing. Substantial 
remuneration. Medium size New 
York agency with a full staff, han- 
dling national accounts. Beautiful 
air-conditioned offices in grand cen- 
tral area. Write in confidence. Im- 
mediate interview. Our staff has been 
informed of this advertisement. 


Box 6981, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


ARTIST WANTED 
Advertising Agency in Middle West- 
ern town of 100,000 near Chicago 
wants young artist, 20 to 30, with 
some experience in jayout. Man who 
qualifies would be working directly 
for Art Director in two man Art 
Department. Good opportunity. Write 
giving experience and salary re- 
quirec 

Box $463, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising and Publishing 
COPY CHIEF 


Top food acct exp. juaendso teneee 
5 Copywriters, agcy exp .to 15,000 
Space Sales, Mag exp........ 10,000 


Adver Mgrs, Women’s wear exp 9,00 
Sales Prem, appl orautoexp. 8,000 
Food Mdseng, field exp...... ,000 
Sales Training Wtr, appl exp. 6,000 
Sales Prom corres, contact... 6,000 
2 Layouts Artists, agcys...... 5,200 
Mkt Research asst, agcy..... 5,500 
2 Asst Space Buyers......... 5,200 
Sales Prom copy, layout..... 4,20 
Negotiations strictly confidential 


No obligation to register 
185 N. Wabash, Cheo., Franklin 0115 


Proprietary Drug Sales Manager 
Our product is the leading product 
in the field; million and a half dol- 
lar volume in 1947, will be doubled 
in 1948; distribution in 26 states. 
Need a seasoned sales manager with 
chain store promotion connections 
and ideas and also ability to hire, 
train and supervise a national sales 
force for detailing chains and inde- 
pendents. Must be a good adminis- 
trator and have complete and thor- 
ough knowledge of the proprietary 
medicine field. Future bright. Sal- 
ary healthy five figures income plus 
bonus. Needed immediately. Give 
full details. 

Box 9465, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, TIl. 


ADVERTISING Manager for small 

Company—capable handling mass 

details for direct mail of nationally 

known product. P. O. Box 869, 
Alliance, Ohio 


WANTED 


Publisher's Representative 


@ Great Lakes Area 
®@ Gulf Coast Area 
@ Tulsa Area 


Exclusive territories available to estab- 
lished p.r.’s familiar with industrial 
advertising. Successful bi-weekly news- 
magazine and year book, 5th year, 
see Standard Rate & Data for particu- 
lars. No field for high-pressure or 


WANTED 
SALES PROMOTION EXECUTIVE 
WITH 
DEPARTMENT STORE EXPERIENCE 


@me of the best-known firms in the textile in- 
dustry (located in the br A area 
New York City) is about and its pro- 
motional activities and is } A for a sales 
promotion executive. 

An ideal candidate would be a man in his 
early or middle thirties who has held a i- 
tien of importance with a medium or large 
department store and who has aggressive and 
creative instincts plus a knowledge of display 
and retail advertising. He should also be 
capable of talking to an audience with poise. 


In replying, please cover background fully and 
state salary requirements. All replies will be 
held in strictest confidence. 
Box 6965, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


MARKET RESEARCH - 
EXECUTIVE 


Chicago Advertising Agency 
needs man or woman, college 
graduate, several years research 
experience, vagauie planning, 
conducting, analyzing surveys 
and writing final reports. Salary 
dependent on worth. Write: 


LEO BURNETT COMPANY, INC. 
360 N. Michigan Avenue 


Chicago 1, Illinois 


hoestring reps. Inquire 
OIL REPORTER 


Equitable Building, Denver 2, Colorado 


Seasoned, successful 


PUBLICATION PROMOTION MANAGER 
INDUSTRIAL ADVERTISING MANAGER 


Now available 
Here's a brief on the record: 


*Over 20 years in steel equipment mfg., 
oft Ad. Mgr., Sales Mgr. 
ears Sales Pro. Mgr., 3 top-flight 
pastel publications—icaders n their 


nifalas administration, co roughs, 
production, on display adv., Direct ail, 
conventions, etc. 

Now in New York — prefer to stay, or 
move to Pacific Northwest, but can be 
happy anywhere on a job that is challeng- 
ing and pays well. Write for resume: 


Box 6987, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


ADVERTISING MAN 


CONSUMER LITERATURE 


Advertising sales representative 
with car, free to travel, who wants 
opportunity to establish a perma- 
nent connection with future. Salary 
and commission. W. E. Nunn and 
Associates, 30 W. Washington, Chi- 
eago, Ill. 


Wanted—Serviceman for electrotype 
company. Must be fully experienced 
in all phases of printing. Good sal- 
ary and opportunity. Write qualifi- 
cations in detail. 
Box 9464, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 11. 


Administrative Assistant Executive 
The busy head of a successful pro- 
prietary drug product company 
wants an executive assistant to help 
carry the load of executive details 
and follow through on every opera- 
tion of the business. He must know 
something about advertising mer- 
chandising and management in gen- 
eral. Preferably. he should be an 
ambitious young man in his twenties 
or early thirties. For such a man 
we will pay a salary of $150.00 a 
week to start with opportunity to 
rise quickly. For full details, ad- 
dress: : 

Box 9466, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


EXECUTIVE COPY CHIEF... 
Mature, 4A agency experience on 
diversified accounts billing over 
half million; all media; experienced 
all phases but no selling. Ideal man 
for small agency or as advertising 
manager for large company. Write: 

Post Office Box 321 
Chicago 90; Illinois 


AMBITIOUS young man—25—mar- 
ried. 2% yrs. college. 1% yrs. dis- 
play adv., 6 mo. general agency, de- 
sires position with a future with 
manufacturer, newspaper or agency. 
Box 9467, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
NEED HELP? 
Experienced agency* copywriter will 
free lance your creative advertising. 
Strong selling copy. Available im- 
mediately in Chicago area 
Box 9469, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


CREATIVE COPYWRITER 
Seasoned agencyman with top-flight 
successes seeks post with future. 
Able, versatile writer; 12 yrs. exp. 
(6 with agency). Age 33. FOOD, Gen. 
consumer, ag., indust., exp. Radio 
too! 

Box 9468, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young woman with ten years’ expe- 
rience in retail store and agency 
advertising, currently employed as 
fashion advertising manager in one 
of the first 15 department stores in 
America, desires change to agency 
position. Full background at your 
request. 
Box 9470, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


FREE LANCE COPY TEAM 
Copy that sings—filled with plenty 
of hard sell. All media including 
catalog and radio. Automotive, food, 
industrial, financial, home furnish- 
ings and fashion experience. 

Box 9472, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Adver Production Man Available 
—20 yr. pract. exper. as type man, 
buyer of prtg., engravs., typog., etc. 
for large Chgo. Mfr. & retail firms; 
handle newsp. & prtd. adv., copy to 
finish; knowl. letterpress, off-set, 
other graph arts; recent prod. assist. 
large printer, typesetter. 

Box 9471, ADVERTISING AGE 

100 BE. Ohio St., Chicago 11, Ill. 


ARTIST—ART DIRECTOR 
Agency experience. Clean, smart 
layouts and finished art. Buys art, 
hires and directs personnel. Knows 
production. Age 39. 

Box 9473, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SHORT-HANDED ON COPY? 
Two young copy-contact men now 
in top N. Y. 4-A agency with expe- 
rience on industrial & consumer ac- 
counts, local and national radio, will 
do free-lance copy or promotion as- 
signments in after hours. Reason- 
able, reliable, fast. 

Box 9474, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


Y. 


Evening College Student: 25, anxi- 
ous to amplify mrt’g., advrt’g., and 
selling course with industrial or 
trade space selling. No previous ex- 
perience. Successful future more im- 
portant than a large starting salary. 

Box 9475, ADVERTISING “ 
330 W. 42nd St., New York 18, N 


REPRESENTATIVES WANTED 


: as 


National merchandising organization, Head- | 
quarters in Chicago, has immediate opening 
in its National Retail Advertising Depart- 


ment for experienced advertising man to 
prepare consumer literature—sales promotion 
material and direct mail pieces. Give full 


particulars, which will be held in confidence. 
State education, experience, and salary re- 
quirements. Submit samples of work, which 


x 6983, ADVERTISING AGE 


Bo 
100 E. Ohio Street, Chicago 11, Illinois 


| 
| 
| 
| 
will be returned. | 
| 
| 


LITHOGRAPH SALESMAN 


Must be experienced and acquainted with 
Line re a 


window 
— 5. car cards, direct 
1 folders, ete. 


Old established company. Drawing ac- 
count advanced against commissions. Give 
full particulars and references. 


Bex 6966, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Illinois 


WANTED 
ELECTROTYPE & MATRIX SALESMAN 


Must have established contacts and | 
be fully experienced. 


Box 6982, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


| wanted, 


Established plumbing htg. whole- 
saler business paper seeks compe- 
tent adv agents Detroit-Pitts-Phila 
N.E. areas. Comm, basis. Draw acct 


considered. 
Box 9442, ADVERTISING AGE 
42nd St., New York 18, N. Y. 


330 W. 
REPRESENTATIVES AVAILABLE 


BIG COMMISSION CHECKS 
WANTED: 
If you want big volume and like to 
mail big commission checks I’m 
your new eastern representative. 
Get the details of my 15 year record. 
Box 9440, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. A 


MISCELLANEOUS 


Out of print, hard to find books my 
specialty. Send titles of any books 
and let my personalized 
service locate them for you quickly 
and reasonably. Della H. Montgom- 
ery, R. No. 6, Box 53B, South Bend, 
Indiana. 


| 
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NEW WORLD—April copy of Stewart-Warner radio division puts the accent 
on complete radio enjoyment with the console combinations shown above. The 
ad is part of the $1,000,000 1948 Stewart-Warner promotion. 


Doctors Strike 
Anew at Medical 
Insurance Laws 


Cuicaco — Cartoonists through- 
out the country will have a crack 
at $3,000 in contest prizes for 
drawing the most effective car- 
toon opposing socialized medicine 
and government participation in 
health services. 

In a contest sponsored by the 
National Physician’s Committee 
for the Extension of Medical Serv- 
ice, a group said to be independ- 
ent of but supported by the 
American Medical Association, 
cartoonists have been invited to 
submit cartoons on the meaning 
and implications of “political dis- 
tribution of health care services 
in the United States.” 

The “meaning and _  implica- 
tions,” of course, although the 
copy does not say so, are expected 
to deal with the disastrous conse- 
quences of permitting politicians 
to control medical research and 
practice. 


Committee Began in 1940 


The committee offers would-be 
contestants a “free package of 
supplemental data which already 
have been published by leading 
periodicals with the objective of 
preserving in the United States 
our system of freedom of enter- 
prise, to the end that doctors of 
medicine may retain, in the pub- 
lic interest, their personal inde- 
pendence — their individual and 
collective integrity and effective- 
ness.” 

The National Committee made 
its first appearance shortly before 
the war when the Wagner Health 
Act was proposed, and the Ameri- 
can Medical Association was 
hampered in its promotional ef- 
forts by an indictment on an anti- 
trust charge. 


Pleads for American Way 


Breaking the precedent of no- 
advertising-allowed, long an icon 
in the medical profession, the Na- 
tional Physician’s Committee 
| placed two four-color spreads in 


The Saturday Evening Post in 
1940, shortly before the Demo- 
cratic party’s convention. 

The ads contained an impas- 
sioned plea for the system of in- 
dividual initiative, asking support 
for those (the national committee) 
seeking to extend medical aid to 
every one who needs it—on the 
traditional fee basis of the Ameri- 
can profit system. 

The present contest ad, de- 
scribed as a one-shot insertion by 
the committee, seeks to enlist the 
support of cartoonists who can 
effectively express the dire conse- 
quences of government-sponsored 
health aid to families otherwise 
unable to afford medical attention, 
and the advantages of the present 
medical system. 

Bozell & Jacobs is the agency. 


Canadian Program 


Is Mutual Co-op 


New YorK—Mutual’s newest co- 
operative program is “The Happy 
Gang,” one of Canada’s most pop- 
ular daytime shows. This brings 
to 20 the number of MBS broad- 
casts now available for local spon- 
sorship on individual stations. 

The half-hour music-comedy- 
variety session, originating in To- 
ronto, will be heard daily at 1:15 
p.m., EST, starting March 15. Col- 
gate - Palmolive - Peet Company, 
sponsor of the show for some time 
over the CBS net, will continue to 
carry it in Canada. 

“Meet the Press,” one of Mu- 
tual’s most discussed cooperatives, 
has picked up its 36th newspaper 
backer—the Hilo Tribune, which 
pays for the show in Hilo, Hawaii. 

Meanwhile, a spokesman for 
NBC said the network’s plans for 
offering Arturo Toscanini and the 
NBC Symphony for cooperative 
sponsorship in the fall still were 
in the “talking stage.” The prop- 
osition, he said, had not been dis- 
cussed with either Mr. Toscani! 
or James C. Petrillo, AFM pres'- 
dent, as yet. 


Pinesbridge to Sexton 
Pinesbridge Farm, Ossining, 
N. Y., has appointed John Sexton 
& Co., Chicago, as national dis- 
tributor of Chefs ready-cut smoked 


turkey in the hotel, restaurant. 
club, hospital and _ institutiona: 
fields. 
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Networks Attack 


Mayflower Rule; 
Unions Favor It 


(Continued from Page 1) 
Workers of America. Dozens of 
witnesses from labor, industry, 
the educational world, churches 
and similar groups will be heard 
in the weeks yet ahead. 

In his testimony, CBS President 
Frank Stanton revealed that Co- 
lumbia has definite plans for edi- 
torial features if FCC permission 
is granted. He played transcrip- 
tions of two possible types of pro- 
grams, which were recorded some 
time ago. One was an editorial 
on a Senate bill; the other a let- 
ters to the editor show. 

Mr. Stanton and Niles Tram- 
mell, NBC president, both asked 


that broadcasters be given the 


ed the press. 
‘Sets Broadcasters Apart’ 
Declaring that a governmental 


rule which prohibits radio from 
lic, Mr. Trammell said: 
casters apart from all others en- 
are incapable of exercising the 
discrimination involved in pre- 
position on public issues.” 

He also pointed out that radio| 


and newspapers cover the same | 


me that the radio station, so far as | 
concerns the presentation of pub-| 
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publisher.” 


Mr. Stanton called attention to | 


the fact that the number of radio 
stations authorized and applied 
for in the United States is more 


than double its number of Eng-| 


lish language daily newspapers. 
He continued: 

“Station owners and managers 
—2,000 or more of them—are 


not denied to any other class of 


victs in prison. Today broadcast- 
ers regularly 
businessman, labor leader, poli- 
tician, housewife, school child and 


thinks about prices, taxes, 


the Mayflower decision.” 


Straus Has Proposal 


was 


president and majority stockholder | 
of WMCA, New York, who called | 


ment with the FCC’s basic policy— 
namely, that there is a distinction | 
between the rights and privileges | 
of radio stations. 

However, the Mayflower 
Cision, 
vertisers to editorialize while pro- | 


By He said he was in agree- 
de-| 


difference, Mr. Straus stated. 
He recommended 


lorialize under the following stip- 
uations: 

1. Expression of editorial opin- | 
‘cn should be permitted to the ex- 


tent of 15 minutes a day. 
2. Such programs 
Clearly announced as such, at the 


torial. 
3. Stations should be required 
to allocate time following each 


same freedom of expression grant-| 


editorializing reflects a distrust of | 
broadcasters and of the radio pub- | 


“Such a prohibition sets broad- | 
gaged in mass communications. It | 


silences them on the theory they | 


senting to the radio audience a 


people, adding “and it seems to | 


lic issues, should be in no differ-_| 
ent position from the newspaper | 


barred by the commission’s de-_ 
cision from a privilege which is| 


our citizens—except perhaps con-| 


invite the farmer, | 


man on the street to come before 
the microphone to tell what he. 
the | 
European Recovery Program and} 
the length of women’s dresses. | 
Only the broadcaster himself must | 
remain silent under the threat of | 


A somewhat different position | 
taken by Nathan Straus, | 


himself an advocate of a “middle | 


which permits radio ad- | 


hibiting radio licensees to do so, is | 
not the right way to deal with this | 


instead that | 
radio stations be permitted to edi- | 


should be | 


| } < Hub of the ‘Empire ‘State i A ‘City of Diversified Industry 


beginning and end of the edi- | 


editorial period for letters from 
the public. 

4. The privilege of editorializing 
on the air should be confined 


strictly to stations owned by an}? 


individual or a group, all of whom 
reside in the primary coverage 
area of the station. 


Two Name Fellman 


Leonard F. Fellman & Associ- 
ates, Philadelphia, has been named 
to direct the advertising of Vic T. 
Bruhn Company, Philadelphia, 
Chantilly lamps, and Seaboard 
Seed Company, Philadelphia. 


Insurance Firm to Best 


Frank Best & Co., New York, 
has been appointed to handle the 
advertising of Group Health In- 
surance, Inc. 


KOMO Studios 
to Have Odorized 
Thinking Room‘ 


SEATTLE — Station KOMO calls 
its new studios here “the most 
modern and completely functional” 
in the nation. 

The NBC affiliate may be right, 
for it boasts a “thinking” room. 
This is an isolated chamber from 
which outside sounds will be shut. 
Its interior decoration is in soft, 
flat colors designed to free the 
thinkers from distraction. It will 
have movies to help create appro- 
priate moods and, from an ad- 
joining room, technicians. will 
provide sound and odor for the 
same purpose. 


KOMO’s new building also has 
six studios; a test kitchen for the 
station’s home economist; “float- 
ing” floors, walls and ceilings, and 
space for addition of FM and 
video transmission facilities. 

KOMO has begun testing for 
50,000-watt power, preparatory to 
moving to that strength from 5,000 
watts. 


Outdoor Group Moves 

The Outdoor Advertising Asso- 
ciation of America has moved its 
headquarters office from 25 E. 
Washington St. to its own building 
at 24 W. Erie St., Chicago. 


KNX-CPN Boosts Robeck 


Peter Robeck, commercial rela- 
tions manager of Station KNX, 
Los Angeles, and the Columbia 
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Pacific Network, has been ap- 
pointed merchandising and pro- 
gram promotion manager, suc~ 
ceeding Frank Ford, who has re- 
signed. 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


(D> THE LEADING WEEKLY @> 


for marine insurance companies 
eteamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


Wins Top Recognition for 


SYRACUSE, N.Y. 
As a Leading Fashion Center 


Today, 32 years after its founding, the Addis Company 
is one of the nation’s leading specialty stores and estab- 
lishes Syracuse as one of 14 fashion-conscious centers 
throughout the country. In the words of T. W. Smith — 


“The Addis Company credits Syracuse with the sales 
momentum which has carried this store to the top in the 
highly progressive fashion and accessories field. Con- 
tinuous high level spending power PLUS an ideal trading 
area encompassing 500,000 people and 6 counties maintain a record 
retail buying pace. As tangible evidence of the growing power which 
Syracuse offers business and industry, The Addis Company’s total volume 
has increased 600% since 1929 while personnel has jumped from 60 


persons to 400. 


“A still better measure of The Addis Company’s progress in Syracuse 
is a recent survey by Media Records, Inc., which shows Addis as the 
largest user of newspaper advertising space in the women’s apparel classi- 


fication covering 105 Cities. 


“To Syracuse, we say THANK YOU for our place in the nation’s 


fashion picture.” 


Whether you're launching a test campaign or planning ex- 
pansion of your present sales operation, insure maximum 


T. W. Smith, Vice President 
The Addis Company, Syracuse 


effectiveness by using this proven market and medium. 


For Complete Market Coverage 
at ONE LOW COST... 


“ALL BUSINESS 
IS LOCAL” 


ead 


UW SYRACUSE HERALD-JOURNAL (Daily) 
WY SYRACUSE HERALD-AMERICAN (Sunday) 


National Representatives: Moloney, Regan & Schmitt, Inc. 
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Belber Schedules Drive 


A new spring campaign includ- 
ing tie-ins with Hollywood screen 
stars has been announced by Bel- 
ber Trunk & Luggage Company, 
Woodbury, N. J. Ads will appear 
in Holiday, New York Times and 
Vogue. In addition, dealer counter 
cards, window trims and envelope 
mailings will be used. Leonard F. 
Fellman & Associates, Philadel- 
phia, is the agency. 


—|to fill the spot. 


Not tomorrow, but now. Let 
BSN help you do it! 


> | vision 


General Foods 
Says Goodbye 
to Baby Snooks 


New YorkK—Last week General 
Foods Corporation was looking for 
a new show to replace Fanny 
Brice’s “Baby Snooks,” dropped, 
effective May 28, by the company 
after 11 years of sponsorship. 

The Jello-O division is expected 
to retain the time, through Young 
& Rubicam, but no decision had 
been made on the type of program 
Miss Brice, an 
important factor in CBS’ carefully 
planned Friday night of comedy, 
scored a 14.1 Hooperating on her 


| |last program. 


Meanwhile, the Post Cereals di- 
of General Foods an- 
nounced that it would share spon- 
sorship of the broadcasts of the 
1948 Brooklyn Dodgers baseball 
games with P. Lorillard Company 
over WHN here. Old Gold will 


back the Dodgers on television 


over WCBS-TV, with the Ford 
Motor Company, through Lennen 
& Mitchell. Four pre-season games 
will be broadcast. 


Quaker Oats Realigns 
Agency Accounts 


Quaker Oats Company, Chicago, 
has realigned its advertising 
agency accounts, effective July 1. 
Sherman & Marquette, Chicago, 
will handle Quaker Oats, Quaker 
Puffed Wheat and Puffed Rice 
Sparkies, Quaker Ful-O-Pep feeds 
and Pack-O-Ten accounts. Ruth- 
rauff & Ryan, Chicago, will direct 
Ken-L-Ration, Quaker corn goods, 
Quaker flour and Quaker Farina 
accounts, and LaRoche & Ellis, 
Chicago, will handle Aunt Jemima 
pancake flour, Muffets and Aunt 
Jemima Ready-Mixes. 


Set Seattle Home Show 
The Seattle Home Show and 
Household Fair, jointly sponsored 
by the Seattle Post-Intelligencer 
and the Seattle Master Builders, 
will be held from March 27 
through April 4 at the Seattle 


Armory. 


’ 


Announcing 


A New Trademark 


SOUTHERN STATES 


IRON ROOFING CO. 


*Trademark applied for 


for our familtar lines 


Aluminum Roofing, Siding and Nails « Asphalt Roofing 


and Siding »* Asbestos Roofing and Siding « Paints and 


Varnishes « Insulation ¢ Metal. Buildings and Framing 


Other Home and Farm Equipment 


SSIRCO products are sold through authorized SSIRCO dealers only 


Southewn Stale 


IRON ROOFING COMPANY 


Branch-Warchouses in: 
Ala. 


Birmingham, 


Savannah, Ga. « 


General Offices: 
Albany, Ga. « 


¢ Hattiesburg, Miss. « 


Columbia, $. C. « 


Orlando, Fla. 


SAVANNAH, GA. 


Raleigh, N. C. 
« Nashville, Tenn. 


Prospects Fine, 
‘American Weekly’ 
Tells Agency Men 


Los ANGELES— Top executives 
of advertising agencies in Seattle, 
Portland, San Francisco and Los 
Angeles last week were guests of 
The American Weekly at lunch- 
eons held to present “1948 and 
49,” a dramatic story of business 
markets and advertising. 

The presentation was made by 
George G. Shor, director of plan 
and research for The American 
Weekly, who was accompanied on 
the cross-country swing by Mor- 
timer Berkowitz, general manager. 
The previous week, heads of 
Cleveland, Detroit and Chicago 
agencies were shown the presenta- 
tion, following a series for New 
York agency heads. 

There are now almost 17,000,- 
000 families with incomes of 
$3,000 or more, the study shows— 
about seven times as many as in 
1935-36 and three times as many 
as in 1941. Most startling figure 
is that in 1947 those with incomes 
under $3,000, now considered 
“second-rate” buying prospects, 
had a total income after taxes 
that was greater than the entire 
income of the people of America 
in 1940, even when their 1947 in- 
come is stated in terms of the 


purchasing power of 1940 dollars. 


WSSB Appoints Two 


Guy Gridden, formerly sales 
promotion manager of Station 
| WFBR, Baltimore, has been named 


lic Information Corporation, which 
began broadcasting in Durham, 
N. C., Feb. 28 on 250 watts and 
1490 kilocycles. Eric Fields, for- | 
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‘True’ Disputes 
‘Journal’ Theme 
in New Drive 


New York—Relax, fellows, 
you’ve got a friend. 

True has announced, 
through its editor, B. Wil- 
liams, that from now on it 
will have a monthly cartoon 
on “Never Underestimate the 
Power of a Man.” 

According to Mr. Williams, 
“Advertising salesmen for 
the Ladies’ Home Journal 
and all fhe rest of the wom- 
en’s magazines have been 
fostering this fiction [that 
women run American homes 
and make 80% of the pur- 
chases]. . .” 


On a high plane, True 


says: “We’re not trying to 
sell advertising. To hell 
with that. We’ve got an ad- 


vertising department. What 
we are trying to do is stamp 
out the idea that American 
men are henpecked men.” 


Sweet Co. to Freiburg 


John Freiburg & Co., Los An- 
geles, has been named to direct 
the advertising of Sweet Company 
of California, manufacturer of 
Cake Box bakery goods. A sales 
contest among retail stores has 
been launched offering over 115 


| general manager of Station WSSB, | 
owned and operated by the Pub-| 


prizes. Newspapers, radio and 
point-of-sale material also will be 
used for the company’s promo- 
tion. 


Baty Joins Blaco 


Carl E. Baty, formerly in the 
| sales literature department of 
Owens - Corning Fiberglas Cor- 


merly assistant manager of) poration, has joined the copy de- 
WWSC, Glens Falls, N. Y., has| partment of Blaco Advertising 
been appointed program director. | 


Agency, Toledo. 


Newspaper. 


ONE in ONE Market. You 
this situation. 


AKRON. BEACON JOURNAL 


JOHN S. KNIGHT, 
REPRESENTED NATIONALLY BY: 


100% COVERAGE 
OF ONE MARKET 


WITH ONE NEWSPAPER 


AT ONE LOW COST 


ee 
*~ 
~ 


To reach Akron Buyers, who annually spend more than 
$350,000,000.00 in Akron stores, you must do a local adver- 
tising job. The only way of doing a thorough local job of 
selling in Akron is by constant use of The Beacon Journal, 
the ONLY Newspaper that influences Akron buying. 


There's nothing unusual about such a statement, for home- 
town newspapers have a way of influencing the buying habits 
of their readers. The unusual thing about the Akron picture 
is that ALL Akron buyers read, and are influenced by, ONE 


There's no getting around it, Akron is truly Ohio's richest 


should take full advantage of 


PUBLISHER 


STORY, BROOKS G* FINLEY _ ; 
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|HOPEWELL L. ROGERS 


PoMPANO, FLa.— Hopewell L. 
Rogers, 71, former vice-president 
of the Chicago Daily News, died 
of a heart attack in a hotel here 
Feb. 27. He lived in Chicago. 

Mr. Rogers served with the 
News from 1897 to 1927, and was 
onetime president of the Ameri- 
can Newspaper Publishers As- 
sociation. Since 1939 he has been 
chairman of the Belden Mfg. Com- 
pany, Chicago. 


MARSHALL MATHEWS 


Cuicaco—Marshall L. Mathews, 
53, advertising manager of Com- 
merce Magazine and other pub- 
lications of the Chicago Associa- 
tion of Commerce and Industry, 


Mathews had served with the as- 
sociation 17 years. 


L. H. SCHROEDER 


Cuicaco—Lester H. Schroeder, 
54, formerly head time buyer for 
Dancer-Fitzgerald-Sample, died 
here March 1. Mr. Schroeder had 
been with D-F-S for more than 
five years, recently moving to the 
radio analysis department. He had 
previously held a similar position 
with Compton Advertising. 


Durstine Names Powers 


Rickman Powers, formerly as- 
sistant to the president of Morgan 
Mfg. Company and Morgan Fur- 
niture Company, Asheville, N. C., 
has been named traffic control 
manager of Roy S. Durstine, Inc., 


Austin Adclub Elects 


The Austin, Tex., Advertising 
Club has elected S. Marshall Ap- 
person, sales manager of the Texas 
Public Service Company, presi- 
dent. Other officers elected are: 
Al P. Jennings, advertising direc- 
tor of the Austin American-States- 
man; David G. Benjamin, president 
of DGB-Advertising, 
and Vivian Dimaline, Steck Com- 
pany, secretary. 


Launches Shirt Drive 


F. Jacobson & Sons, New York, 
has started a national campaign 
in Collier’s, Life and The Satur- 
day Evening Post for Jayson 
shirts, sportwear and pajamas. An 
average of one ad a week will 
appear through spring to Father’s 
Day. Also featured in the cam- 


treasurer; 
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| Jayson Whitehall, broadcloth shirt 
made of imported Egyptian cotton. 
Alfred J. Silberstein-Bert Gold- 
smith, Inc., New York, is the 
agency. 


FOR SALES MEETINGS 


and PROMOTIONS! 


Real Service in 
Planning and Producing 
® Sales Presentations 
® Flop Overs 
© Meeting Charts 
© Graphs — Displays 


Phone or write 


ARROW BUSINESS SERVICE 
22 W. MONROE ST, CHICAGO 3, ILL. 


Phone CENtral 0056 


EXRICHED FLOUR 
fee BRIAD BIOCUITS 
PIES and CARES 
MANNOSE ee 


SPRING INDEED—Pillsbury Mills will 

expose this Lime Delight cake recipe 

with a spring theme to 29,843,326 

housewives in eight magazines starting 
March 14. 


Sloane-Blabon 
to Launch First | 
National Drive 


est 
of 


New YorK—Sloane-Blabon Cor- | 
poration, 60-year-old maker of 
smooth surface floor coverings, | 
will make its debut as a large 
scale national advertiser this| 
spring, through the Geyer, Newell | 
& Ganger agency, Houlder Hudg- 
ins, president, has announced. 

Consumer advertising in color | 
in American Home, Better Homes 
& Gardens, Country Gentleman, 
House & Garden, House Beautiful, 
Life, Progressive Farmer and) 
Small Homes Guide will feature 
a new trademark and the beauty, 
color, design and quality of 
Sloane-Blabon products. The line. 
includes inlaid linoleum, felt base. 
rugs and yard goods, asphalt tile, | 
Koroseal tile and covering, and) 
wall covering. | 

In Merchants Trade Journal, | 
Retailing and Rug Profits the | 
company is emphasizing its mer-| 
chandising policies and $9,000,000 | 
plant expansion and modernization 
program. 


BIGELOW-SANFORD 
SALES UP 60% 


New YorKk—Net sales of Bige- | 
low-Sanford Carpet Company | 
rose 60%, from $39,222,359 in 1946 | 
to $62,872,093 in 1947, the com-| 
pany pointed out in its annual re-| 
port. In the same period net in- 
come, after federal income taxes, | 
trebled from $1,248,095 to $3,- 
846,729. 


Fairchild Increases 
Subscription Rates 


Wear Daily and Retailing Home 
Furnishings, Fairchild  publica- 
tons, have been increased as of 
March 1, 


Canadian price has been increased 
‘rom $12 to $14 annually. 

The domestic subscription price 
o! Retailing Home Furnishings 
Jumped from $5 to $6 per year. 
reign rates are unchanged. 


oboldt Named Editor 


William K. Toboldt, formerly 
clitor of Motor Age, has been 


shicago. 


died at his home Feb. 27. Mr.| Cincinnati. 


paign will be a series of ads for 


TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


Subscription prices of Women’s | 


The domestic rate of | 
Women’s Wear has been raised | 
irom $9 to $12 a year and the! 


lamed editor of Motor Service, | 


NOBODY'S FOOLED 


Attempting to build a textile-apparel brand with 
consumer advertising alone, is a half-job. It doesn’t 
impress the trade. Unless the advertiser can do the 
impossible — jam-pack retail stores with consumers 
clamoring for his product — he faces a stone wall of 
trade resistance. 

Thot’s why the successful textile-apparel brands 
depend on regular trade paper advertising to sell the 
trade . . . and keep the trade sold. 

In the textile, domestics, men’s and boys’ wear 
industries, one publication reaches the entire market 
from producer to retailer. That publication is Daily 


BAILY NEWS RECORD 


News Record — the daily business newspaper of 
these industries. 

Trade-wide advertising in Daily News Record 
moves branded textile-apparel products rapidly in 
the chain of distribution to the retailer. It educates 
the retailer to the products’ selling points. It influences 
the retailer to use point-of-sale dealer aids. 


Daily News Record, 7 East 12th St., New York 3 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 
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Gillin Appointed 

William P. Gillin, who handled | 
spot national advertising and 
sportscasts for Station KLZ, Den- 
ver, for the past five years, has 
been appointed manager of the 
new Denver station owned by Alf 
M. Landon. The new station, 
which has offices and studios in the 
Park Lane Hotel, is scheduled to 
go on the air this summer. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne S d 
10 billion dollars a year! If you have 
food, drinks, Pp , or any other 
products to sell, reach this big buyi 


public through the Negro papers a 

magazines. Interstate Uni News- 
papers, |! 545 Fifth Ave., N. Y., can 
show you how advertising in these 


publications reap big markets and 

profits! Write us . 

N OTE: We now have facts compiled by the 
® Research Co. of America on brand 

preferences of Negroes from coast to coast. 

Write now for this free information. 


‘for these two magazines. 


I 


ITU Philadelphia 


Walkout Affects 
15 Publications 


(Continued from Page 1) 
Union No. 2, AFL.” 

In the case of Life and Time, 
type is being set by R. R. Don- 
nelley of Chicago, which ordinarily 
does a large part of the typesetting 
With 
pressmen still on the job, Cuneo 
will be able to print the forthcom- 
ing issues. Other work is being 
farmed out to out-of-town print- 
ers. 

A Time, Inc., spokesman said 


Time and Life are printed in Chi-| 
cago, Philadelphia and Los An- | of New York also are printed by 
Both Time and Life cleared | Chilton. 
| American Printer, American Per- 
He declined to disclose the per-|fumer, Advertising & Selling, In- 
centage of the magazines’ circula- | dustrial Gas and Gas Appliances. 


geles. 
on schedule this week, he said. 


YOUR DOGS MIGHT HAUL YOU 
10 MILES IN 47 MINUTES* — 


~ BUT—wxz0-wer 
WILL PULL BETTER FOR YOU | co» 


_IN WESTERN MICHIGAN! 


The only way you can be sure of a substantial audience in 


‘plant affected is the Philadelphia 
/plant of Hughes Printing Com- 
pany, which prints three papers of 
Haire Publishing Company, among 


tion in ‘the Philadelphia plant, 
although Time last week showed 
500,000 copies printed there, over 
900,000 in Chicago and 300,000 in 
Los Angeles. 

Curtis Publishing Company and 
Farm Journal, which also pub- 
lishes Pathfinder, are not affected 
by the strike. Curtis is open shop 
and Farm Journal and Pathfinder 
are printed in Chicago. 

Cuneo and the Chilton Company 
between them print all or part of 
75 national magazines and trade 
papers. In addition to nine of its 
own publications, Chilton also 
prints 36 outside magazines. Chil- 
ton publications are Iron Age, 
Hardware Age, Commercial Car 
Journal, Motor Age, Boot & Shoe 
Recorder, Jewelers’ Circular-Key- 
stone, Automotive Industries, Dis- 
tribution Age and Spectator, in- 
surance magazine. 

The Moore-Robbins publications 


They include Gas Age, 


Another important publication 


others. 


Arbitration Effort Fails 


in the Philadelphia area, has been 
amazing. “Our customers feel 
that this is their fight as much or 
more than it is ours,” he said. 

Charges of refusal to bargain 
were filed by the employers 
against the union and hearings 
were conducted in Philadelphia 
last week before the NLRB. Coun- 
sel for the international and local 
unions walked out on these meet- 
ings, the employers’ group 
charged. Both Woodruff Randolph, 
president of ITU and Sinclair L. 
Muir, local president, refused to 
honor subpoenas issued by the 
board, which sought their testi- 
mony. The hearings were never- 
theless carried on as an exparte 
proceeding. 


Arguments Are Confused 


The attorney for the local union 
denied that any national issue was 
involved here, asserting that the 
only matter to be settled locally 
was one of wages. He said the 
union is seeking to boost the pres- 
ent $69 weekly minimum to $85, 
with the best offer so far from the 
employers being $76.50. 

Joseph Hildreth, of Chilton) 
Company, however, asserted that | 
he had no idea what wage in- 
creases the union was asking. 
Chilton, he said, had given the) 
pressmen a _ voluntary increase, | 


Efforts by Judge Joseph L. Kun 


to arbitrate the strike proved un-| 


availing last Tuesday. Judge Kun 
offered to act as “unofficial arbi- 


and was ready to meet printers’ 
|demands if the company knew 
what they were. “We don’t con- 
sider this a strike against the} 


trator” after hearing arguments 
'on the injunction application filed 
by the employers’ group. The in- 
junction was directed at termi- 
nating the work stoppage of some 
900 workers. Judge Kun with- 
held any further action on the ap- 
|plication, pending the outcome of 
his efforts at conciliating the dif- 
'ferences between employers and 
|representatives of the union. 


Chilton Company,” he said. “We 
'don’t feel that our men are dis- 
| pleased with us. It just happened | 
‘that the strike hit Philadelphia in 
|the union’s attempt to fight the | 
| Taft-Hartley Act. 

| “As a matter of fact, officially 
/we don’t know there is a strike. | 
We were never officially notified | 
|that the strike had been called. | 
|All we know is that the men) 
failed to appear for work. I don’t 


NABISCO 


GOLDEN _ ANNIVERSARY 


FIFTY YEARS OF FINE BAKING 


FIFTY YEARS—This Uneeda Boy poster 

opens the year-long celebration of the 

golden anniversary of National Biscuit 
Co., New York. 


Oakite Introduces 


Cleaner Package 


New York — Oakite Products 
will introduce the newly-designed 
Oakite cleaner package this spring 
with 240 and 120-line ads in 253 
newspapers, the largest list of pa- 
pers ever scheduled by the com- 
pany. 

Some advertisements started last 
week. In addition, women’s maga- 
zines, including Western Family 
and Woman’s Day, will be used 
and the company is buying par- 
ticipations on local programs 
throughout the country. 

Included in the new advertising 
program is a sampling plan and 
an advertising schedule in busi- 
ness magazines. Agency is Calk- 
ins & Holden, New York. 


A&P Files Appeal 
in Anti-Trust Case 
An appeal has been filed in the 


The following statement was is- ‘think money is the question at all. U. S. court of appeals in Chicago 


|sued to AVERTISING AGE exclusi- 
| vely by the employers’ group: 

| “The strike was called by the 
union in an effort to compel the 


employers, all members of the Al-| knowing, since we can’t find out, 


lied Printing Employers’ Associa- 


We gave our pressmen a volun- 
tary increase. Whether or not it| 


by the Great Atlantic & Pacific 
Tea Company and 24 of its offi- 


| would meet what the printers | cers in an anti-trust case that be- 


/want or not, we have no way of| 


what they do want. 


gan in 1942 in Dallas, Tex., when 
the A&P, 29 officers and subsidi- 
aries were charged with violation 


They have | of the Sherman anti-trust law. 
tion, to give a wage increase vol- | been told that we are ready and | 


The company was charged with 


/untarily” and to continue opera-| willing to pay what they demand. | illegal competition in a_ verdict 


‘tions without a _ contract. 
union has refused to enter into a 

/contract because of the Taft- 
artley Act. 


Contract Is Issue 


president 
of the association, has stated that 
the employers are insisting upon 
a full, legal understanding for a 
definite period of at least one 
year. 

According to Thomas, the sup- 
port of publishers and other steady 


Western Michigan is to broadcast your message from Western customers of commercial printers 


Michigan. Outside stations are virtually blanked out and cut 


-» MYOU CAN BUY OVER A MILLION 


off by a wall of fading that surrounds the area. 


And when we tell you that WKZO in Kalamazoo and WJE 
Grand Rapids are your strongest-pulling team within the wall, 
we're merely stating a fact which you can verify in five minutes 

via Hooper Reports. The latest Hooper for which figures are 
available shows WKZO-WJEF with a morning Share-of-Audi- 


ence of 38.6. whereas no other group of stations in any network 


27.9. 


as good as the morning! 


rates more than 


We'll be glad to send you the complete Hooper Report. Or ask 


Avery-Knodel, Ine. 


*E. Hespman and his huskies ran 10 miles in 47 min., 4 se 


And our afternoon figures are practically 


c., in 1946, 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, 


INC., Exlusive National 


Representatives 


any time. This is our first strike 
'/in 40 years and we don’t like it.” 


Drew to Bristol-Myers 


The| We ‘stand ready to negotiate at handed down by federal Judge 


| Walter C. Lindley in September, 
| 1946, in Danville, Ill. At that time 
|fines totaling $175,000 were im- 
/posed, but a stay of execution was 
granted pending the appeal. 


Wallace T. Drew, for the past | ‘Tg Patrie’ Ups Rates 


three years assistant advertising | 
manager of Norwich Pharmacal | 


Effective 


Aug. 1, 1948, La 


Company, Norwich, N. Y., has been | Patrie, Montreal, will increase its 


appointed assistant 


advertising advertising rates for the Sunday 


manager of Bristol-Myers Com- | edition from 28 cents to 30 cents 
pany, New York. Prior to his as-| per agate line for general advertis- 
sociation with Norwich, Mr. Drew | ing and from 33 cents to 35 cents 
was with the Penn Tobacco Com-|for the Saturday and Sunday com- 


pany, Wilkes-Barre, Pa. 


bination. 


MNW/THPROSPECTS FOR 36% LESS 


The Eagle Magazine with 1,052,000 circulation, is 


WARNER BUILDING + MILWAUKEE 3, WIS. 


the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowes! 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle . . 3.74 3.56 
Elks . a 5.10 4.84 
Foreign Service 4.42 4.12 
Legion . 8.24 7.84 
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ITU Slowdown 
in Chicago Hits 
Many Publishers 


Cuicaco — Chicago publications 
printed in commercial shops ran 
into a pack of trouble last week. 
The printers put on a slowdown 
that in some cases completely shut 
down plants. 

Among large shops that stood 
completely idle at midweek were 
Western Newspaper Union, em- 
ploying 110 members of Local 16 
of the International Typographical 
Union; Inland Press, where the 
60 ITU members spent their time 
without working; M & L Typeset- 
ting, employing 95 printers; W. B. 
Conkey Company in nearby Ham- 
mond, and several others. 

About 70 business papers print 
at WNU, 30 at Inland and many 
others in various shops hit by the 
tactic, which is designed to force 
the plants to accede to the ITU 
demand for $14-a-week more in 
wages without a contract unless 
it be for 60 days only. 


Not a Strike Yet 

No strike is expected for at least 
another week, as Woodruff Ran- 
dolph, ITU president, will not be | 
back from a trip to New York! 
until that time. 

Meantime, an informed source | 
said that the situation in New) 
York had worsened, and that the | 
development of the slowdown- 
and-get-fired cycle was imminent. 
He pointed out that, if New York 
were struck, it would no longer 
be a local strike. The advertising | 
typographers of New York, which 
supply the lion’s share of national 
advertising typography, would be 
affected, and the results would be 
felt in every medium in the coun- 
try. | 

While the union here had caused 
a slowdown in a few shops in the 
past three weeks, the matter sud- 
denly grew serious only last Mon- 
day. By Tuesday, 39 ITU com- 
positors and linotype operators) 
had been fired, charged with, 
slowing down on the job. Many 
weeklies and monthlies squeaked 
forms onto presses during the 
week, but a large number were 
caught, unable to move made-up 
page forms in some instances. 


Employers Want Contract 


AA was told by several pub-| 
lishers that they will be unable | 
to get out issues while the slow- 
down continues or if a strike or 
lockout occurs. Others however 
have obtained Vari-Typers and 
plan to continue publishing in any | 
event. 

The Franklin Association, rep- | 
resenting shops with ITU labor, | 
remains adamant against the “no 
contract” demand. It may ask a 
court injunction against the local 
here to stop the slowdown and 
prevent an out-and-out strike. 

The employes, on the other 
hand, were not giving in, either. 
The latest official word was Mr. 
Randolph’s threat to the Franklin 
Association members 10 days ago 
that the union “will bring chaos” 
on the shops unless they “talk | 
money” only. 

A shutdown of the commercial | 
shops if the majority of their | 
8,500 union employes strike—or 
are locked out for refusing to do | 
their work—will undoubtedly help | 
the 1,500 other union members in 
‘neir strike against Chicago news- 
papers. Up to last week, however, 
lew ads in the six newspapers | 
here were being set other than by | 
linotype. The newspaper strike is 

| its fourth month. 


WWNH Appoints Ball 

M. Chester Ball has been ap- 
pointed commercial manager of 
Station WWNH, Rochester, N. H. 


Park & Tilford Starts 
Spring Tintex Campaign 

Park & Tilford, New York, has 
launched a new _ three-month 
spring drive for all-fabric Tintex 
tints and dyes. 

The campaign includes once-a- 
week insertions ranging from 330 
to 230 lines in newspapers from 
coast to coast, The American 
Weekly, the Chicago Tribune Sun- 
day Grafic section, spot announce- 
ments, participating and five- 
minute programs on 200 radio 
stations, and trade publications. 
Charles M. Storm Company, New 
York, is the agency. 


Will Accept Advertising 


The American Universities Med- 
ical Research Publications, Inc., 
New York, has announced that it 
will accept advertising for the 
1948-49 issue of “International 
World Who’s Who,” which will be 
out this fall and every other year 
thereafter. The advertising rates 
are $600 per page, black only, 
with standard agency discounts. 


Texcel Taper May 
Be Outgrowth of 
Dailies’ Strikes 


New York — One outgrowth of 
the surge of strike-hit newspapers 
to Vari-Type composition and 
paste-up sheets for photoengrav- 
ing may be a specifically designed 
tape dispenser. 

Industrial Tape Corporation, 
New Brunswick, N. J., is said by 
Kenyon & Eckhardt, its agency, 
to be considering the manufacture 
of a new Texcel tape dispenser 
specifically for strike-hit news- 
papers. 

The company discovered that 
Chicago newspaper men were us- 
ing clear Texcel tape by hundreds 
of yards to paste up heads on 
stories. Texcel designers queried 
editors, and discovered that the 
ideal dispenser would be larger 
than the present model, have a 


thicker spool, and would be 
equipped with a clamp so that it 
ean be fastened to a desk. 


Sawyer Names A&R 

H. M. Sawyer & Son Company, 
Cambridge, Mass., maker of water- 
proof occupational protective 
clothing, has appointed Alley & 
Richards, Boston, to handle its ad- 
vertising. 


Rootes Appoints Powell 

John C. Powell, former controller 
of a Carl L. Norden, Inc. subsidi- 
ary, has been appointed secretary 
and treasurer of Rootes Motors, 
Inc., Long Island City, U. S. dis- 
tributor of the new Hillman Minx 
cars. 


Disabled Vets Launch 
$50,000 Contest 


The Disabled American Vet- 
erans Service Foundation, Wash-’ 
ington, D. C., used full pages in 
the Chicago Tribune and Herald- 
American, Detroit Free Press and 
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Times, Philadelphia Bulletin and 
New York Times to announce a 
$50,000 contest. Prizes are offered 
in three classifications, with an 
entry contribution ranging from 
$2 to $10 in each classification, 
with a top contribution of $17 for 
all classifications. Contest copy 
may be extended later. C. L. 
Miller Company, New York, is the 
agency. 


LANTERN SLIDES 


2” x 2’—314" x 4" 
BLACK & WHITE, KODACHROME 
Made to order 
for Presentations 


Sales Meetings 
Television, ete. 


HAYNES-PROVOST STUDIOS 


18 E. 41ST ST., NEW YORK 17, N. Y. 
Telephone: LExington 2-5579 


OT oe Pe") “4 
ETE. Pe eae 
f Wljf ? (4 / 


- 


i} 


#, 


SEAM Oe 


vlads { 


QUESTION—AND—ANSWER ads consistently rate high 


on read—-most cost ratios. 


American Optical 


Company, BBDO Boston client, combines this 
proved technique with a curiosity—provoking 
headline and a novel horizontal—band layout to 
sell the idea that eye comfort and visual 
efficiency depend primarily on professional 
and technical services——that glasses alone 
will not improve eyesight. 


NEW YORK * BOSTON * 
MINNEAPOLIS * 


BUFFALO * 
SAN FRANCISCO + 


title 
Can Company series now running in Time and 
Business Week. Format permits mention of sev— 
eral of Continental's big family of products in 


UNCANNY FACTS is apt 


each ad, while sustaining interest. 
-like this ran in 15 plant city newspapers in 


HOLLYWOOD * LOS ANGELES * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CHICAGO * CLEVELAND * PITTSBURGH 


DETROIT 


for new Continental 


When ads 


1947, 72 per cent of local businessmen reported 
reading most of copy... hence decision to 
adapt for businessmen nationally. 


MILES OF LEGWORK, weeks of research go into 
every one of these Armstrong Cork Company ads. 


Reward is the flood 


of requests for blow-ups 


received from top industrial executives, engi- 
neers and technical schools throughout the 


country. 


Each ad peeks inside a whole industry 


--an industry with a problem of keeping heat 


or cold where it belongs. 


Trade associations 


help insure accuracy. 


WELDER'S DAUGHTER christens first of 2,000 new 
steel boxcars with Mississippi River water in 
presence of Charles E. Denney, President of 


Northern Pacific. Since 19 
has been helping establish 


40, BBDO Minneapolis 
NP as "The Main 


Street of the Northwest." Recent friend-making 
suggestion: gift corsages on transcontinental 
runs——holly at Christmas and local flowers 


for other special days. 
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Bothwell Elects Two 


William R. Dahlman, vice-presi- 
dent and account executive, and 
Clark Glenn, production manager 
of W. Earl Bothwell, Inc., Pitts- 
burgh, New York and Hollywood, 
have been elected to the agency’s 
board of directors. 


Don Harway Drops Five 


Don Harway & Co., Los Angeles 
and San Francisco, publishers’ rep- 
resentative, has resigned as rep- 
resentative of Hillman Women’s 
Group, Hillman Detective Group, 
Hillman Comie Group, Junior 
League and Radio Best. 


Printers’ Ink Census Study 


Re-emphasizes Predominance of 


Skilled Workers in Worcester 


Woodbury College 
Movie Ad Survey 
Annoys Industry 


Los ANGELES — Woodbury Col- 
lege here, with cooperation of at 
least four and possibly 14 other 
universities and colleges, is con- 
ducting a “Motion Picture Ad- 
vertising Survey” that has aroused 
hostility from film makers. 

Industry objection to the sur- 


Goodrich Ups Hickman 

John R. Hickman, manager of 
employes’ services, has been ap- 
pointed director of field sales per- 
;sonnel of B. F. Goodrich Com- 
pany, Akron. He succeeds Dale 
Kramer, who has been granted a 
temporary leave of absence be- 
cause of ill health. 


SMU League Joins AFA 

The Southern Methodist Uni- 
versity Advertising League, Dal- 
las, has received associate mem- 
bership in the 10th (Southwest) 
district of Advertising Federation 
of America, and affiliate member- 
ship in the Dallas Advertising 
League. 


are laborers, 


Of the 34 different Metro- 
politan Districts surveyed 
by Printers’ Ink, February 

27, Worcester ranks third 
with 48% of total employed 
listed as skilled workers un- 

der the headings of Crafts- 

men and Operatives. Only 3% 

THE LOWEST 

OF ALL 34 districts. These are 
the factors applied to Worces- 
ter’s more than 750 different 
business enterprises which keep 


vey was inevitable and obvious; 
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To Sherman & Marquette 


Clifford E. Bolgard, formerly 
with Young & Rubicam, Chicago, 
has been appointed director of me- 
dia of Sherman & Marquette, Chi- 
cago. Charles Wilcox, formerly 
with Batten, Barton, Durstine & 
Osborn, Chicago, has been named 
director of research, and Chester 
Miller, formerly with Dancer-Fitz- 
gerald-Sample, Chicago, copy and 
planning. 


Tennyson Joins Jones 

James J. Tennyson, former copy 
supervisor of the Biow Company, 
New York, has joined the copy 
staff of Duane Jones Company, 
New York. 


the survey is frankly prejudiced 
against current movie advertising. 
Initial questionnaires, mailed to 
10,000 “people of importance,” de- 
clare film ads use “exalted ad- 
jectives and purple publicity” as 
their chief stock in trade. 

The questionnaire asks: “Tell 
us simply—what do you think of 
movie advertising? How can it 
be improved?” The 10,000 ques- 
tioned are people in the fields of 
journalism, advertising, civic af- 
fairs and the film business itself. 

Later, the survey will include 
questionnaires to 250,000 people, 
according to Prof. Hal Evry of 
Woodbury College. ° Participating 
schools—including Boston Univer- 
sity, New York University, Iowa 
State and William & Mary—will | 
help compile answers in this large | 
survey, in which people will be} 
asked to suggest changes in the) 
movie industry, to tell what per | 
cent of movie ads they believe, | 
and the like. 
will release 
May 1. 


BURGOYNE 


Where shal 


Reeves Resents Bias ; 
stand in the new picture. 


of the Motion Picture Producers’ 


| Association here, voiced resent- | Top-flight companies like Burgoyne 


Woodbury College | As the consumer clutches his purchas- 
the results about ‘ing power tighter, grocery product sales 


managers want to know where they 


TEST CITIES. 


| we test it? 


TEST.TOWN,'U.S.A. 


Census Bureau in 1939 
picked St. Joseph (South 
Bend) and Marshall (just 
south) Counties, Indiana 
as two most typical Ameri- 
can counties because they 


this market stable, with average 
industrial wages of $53.00 per week, 
and average retail purchase for all 
families at $4,032. Complete cover- 


daily 


of this market is yours with the 


Worcester Telegram and Gazette, 


circulation over 140,000, Sunday 


over 100,000. 


Te OctETCR ateammeeeta 


WORCESTER, MASSACHUSETTS _ 
GEORGE F BOOTH Pub&isher- as 


ee REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
OWNERS of RADIO STATION WTAG 


ins 


ns Miller & 
© Hutchings 


INCORPORATED 


ment toward the survey, declaring | 


“it is loaded and therefore unfair | 
|and dishonest.” 
| He said the film industry is not 
| Satisfied that it is perfect, is try- 
‘ing to improve its advertising and | 
i|has set up a code of ethics to 
that end. 

Mr. Reeves admitted that the 
motion picture industry “has a 
problem it must lick.” It is not 
like advertising a product which 
jalways remains the same, he 
pointed out, for every week there 
is a new picture to be sold and 
advertising must hit hard to get 
immediate results. 

“Without doubt,” he said, “this 
has caused movie advertising to 
be high pressure.” He added that 
\“some of the biggest agencies in 
America handle much of the 
movie advertising.” 

Professor Evry, however, be- 
lieves it fair to slant the question- 
naire, on the ground that those 
answering the questions are of 
sufficient intelligence and judg- 
ment to recognize the bias and so 
will not be influenced by it. 

He explained that the cost of 
the survey will be borne by the 
200 members of the Woodbury 
| Advertising Club, made up largely 
‘of advertising students in the col- 
lege. The survey, he said, is not 
| being made “for personal pub- 


“e 


custom-made” sales-testing because its 
quick answers correlate with later full- 


scale campaigns. 


May Burgoyne help you set up a re- 
search plan to fit your problem and 
budget . . . say in Dayton, Omaha and 
South Bend? 


The “first report” answers from your 
Burgoyne sales test will enable you to 
get your new plans rolling faster . 


and with real confidence. 


DIXIE TERMINAL 


comprised a good cross-sec- 
tion of industry. agricul- 
ture, trade, and the profes: 
sions. 


They buy at home. The 
South Bend Market is cen- 
trally located . . . advertis- 
ers and agencies can make 
frequent checks on_ test 
campaigns, 


One newspaper! THE 
SOUTH BEND TRIB. 
UNE’S dominant coverage 
makes tests decisive . 
the largest evening circula- 
tion of any American cil) 
up to 110,000 people! 


Burgoyne CGprocery ecohedes 


CINCINNATI 2, OHIO 


* 


licity, but only because the stu- 


‘dents are interested in advertis-| 


ing as a business and a profession 
and wish to make their contribu- 
tion to _ advertising as a — 
service.’ 


Two Magazines Form 
New Pacific Coast Dept. 


Pathfinder and Farm Journal 
have formed a new special mer- 
chandising department for the 
Pacific Coast, with W. A. Dunlap, 
formerly advertising representa- 
tive of Pathfinder, in charge. 

W. A. Coleman Company, ad- 
vertising representative of Farm 
Journal, also has been named ad- 
vertising representative of Path- 
finder. 
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Only 9% Dislike 
Commercials, 2nd 
NAB Survey Shows 


WASHINGTON At industry 
gatherings across the country to- 
day (Monday), broadcasters will 
release results of a nationwide 
survey by the National Opinion 
Research Center of the University 
of Chicago, showing that an im- 
pressive majority of the American 
people approve of radio and radio 
advertising. 

This second opinion study for 
the industry, directed by Dr. Paul 
F. Lazarsfeld, shows relatively 
little change in opinion since 1945, 
when the industry first determined 
that about 70% of the public felt 
their radio stations were doing a 
good job. 

Like the earlier survey, it shows 
that most Americans would rather 
have commercial radio than pay 
a license fee for their programs. 
One new result is increased criti- 
cism of mystery programs. 

Though only 9% showed strong 
convictions against radio adver- 
tising, Dr. Lazarsfeld warns that 
the “articulate, sophisticated and 


Last Minute News Flashes | 


PR Groups Merge; Rankin, Ferris Named Heads 

New YorK—The Public Relations Society of America, representing 
the formal merger of the National Association of Public Rela-| 
tions Counsel and the American Council on Public Relations, was} 
incorporated last week. Virgil Rankin, San Francisco counselor, is | 
president, and Earle Ferris, of the New York public relations firm 
bearing his name, is chairman. W. Howard Chase, General Foods 
Corporation, New York, is chairman of the executive committee, said 
to be the key administrative post. 


Marvel Boosts Guarantee, Ups Rates 

New YorK—Marvel Comics Group shortly will announce new rates, 
effective with the July issue. The group will guarantee a monthly 
circulation of 8,000,000 for its 26 books, double its previous guarantee, 
divided among the red unit, 4,000,000; blue unit, 2,000,000; yellow unit, 
2,000,000. Page rate for the red unit will be $3,600 (formerly the 
group rate), $1,800 each for blue and yellow units, and $6,400 for the | 
whole group. 


Tek Hughes Launches Brush Campaign 

New YorK — Tek Hughes, Inc., is launching a campaign for the 
complete line of Hughes brushes this month with four-color pages in | 
Cosmopolitan, Good Housekeeping, Ladies’ Home Journal, Made-| 
moiselle, Red Book, Today’s Woman, Vogue and Woman’s Home) 
Companion. The agency is Hanly, Hicks & Montgomery, New York. 


Sweetheart Soap Offer Starts in 4 Cities 

New YorK—Manhattan Soap Company has introduced, for Sweet- 
heart Soap in newspapers of four midwestern cities, an offer to buy 
Sweetheart and two other brands. If Sweetheart is not preferred, | 
Manhattan will pay for all three. The agency is the Duane Jones | 
Company, New York. 


English Cough Drop Coming to U. S. 
SUNNYDALE, DERBY, ENGLAND — F. W. Hampshire Company, maker 
of Zubes cough drops, is introducing the product in America and test- 


| 


} 


probably influential minority” in | 


each community is likely to be 
among them. 


20 to 31% Unenthusiastic 


In addition to the 9% with strong 
convictions against radio adver- 
tising, Dr. Lazarsfeld reports 
“marked criticism’ from another 
20% to 31%, many of whom say 
“I don’t like advertising on the 
radio. But I’ll put up with it.” 

Results of the advertising ques- 
tions compare so closely with the 
1945 poll that Dr. Lazarsfeld says 
“it might be a good idea not to 
devote so much attention to the 
question of commercials in the 
next two or three surveys.” 

“This should not preclude the 
industry from making every effort 
to compromise between commer- 


the criticism of the educated mi- 
nority in the community,” he ad- 
vises. 

“There is no doubt that the 
great majority of the population 
does not mind commercials. But 
in cultural matters, the majority 
is not necessarily right. There 
may be more general reasons for 
which the criticism of the sophis- 
ticated minority should be given 
greater weight”. 

Titled “The People Look at Ra- 
dio—Again,” the study is a suc- 
cessor to work done in 1945 by 
the Opinion Research Center, then 
located at the University of Den- 
ver. Results of the earlier study 
were published by the University 
of North Carolina Press. 


Newspapers Fare Well 


The study shows 70% of the 
public feeling that radio does a 
g00d job. In comparison, 59% say 
the schools are doing a good job; 
63% approve the work of news- 
papers; 42% rate local govern- 
ment as excellent or good, and 
76% believe churches are doing 
a good job. 


back to newspapers for informa- 
tion, probably because events are 
less immediate, with the return of 
peace. He finds the public atti- 
tude toward newspapers im- 


portion feels radio does a good 
job, but the proportion thinking 
hewspapers are fair in presenting 
events has arisen from one-third 
to one-half. 


The study shows 76% opposed 
‘© federal regulation of radio ad- | 
vertising, 65% opposed to control | 
over controversial issue program- | 
ming, 67% against control of edu- | 
cational programming, 59% op-| 


cial interests of the advertisers and | 


ing it in newspapers and car cards in Rochester and Toledo. Atlantis | 
| Sales Corporation, Rochester, is the distributor. The agency is 
| J. Walter Thompson Company, New York. 

| 


‘Pharma-Craft Runs Newspaper Test for Ting 

New York — Pharma-Craft Corporation is using newspapers in six 
eastern cities in a test campaign for Ting anti-bacterial soap and Ting 
antiseptic medicated cream. The agency is McCann-Erickson. 


Beverwyck Brewing Co. Appoints McCann-Erickson 

ALBANY, N. Y.—Beverwyck Brewing Company has named McCann- 
Erickson, New York, to handle its advertising account. The previous 
agency was Peck Advertising Agency, New York. 


| 
posed to government control of | 
news accuracy and 52% against 
control of radio profits. 

It also points up the audience 
for “serious programs,” reporting 
that one out of five say they want 
;more serious programs. While 
some of these answers may be 
| “perfunctory,” Dr. Lazarsfeld says, 


Rail Federation 


Cites Burlington 
and ‘L. A. News’ 


New YorK—The Chicago, Bur- 


|ator of the Zephyr trains, was 
“We have a considerable number 


of potential listeners for more 
serious programs, even on the so- 
cial levels where it is not con- 
sidered fashionable to be _ high- 
| brow.” 


'standards of passenger service in 


‘the Monon and Milwaukee roads. 
Lee Payne, editor of the 
|Angeles Daily News, received a 
$200 savings bond and a certifi- 


First Hooper Video 
Rating Released 


Kaiser-Frazer’s ““Amateur Hour” 


‘lington & Quincy Railroad, oper- | 
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TEST CONTEST — Cedergreen Frozen 
Pack Corp. has launched a test drive in 
the Chicago market, using 400-line news- 
paper copy, through its newly-appointed 
agency, Honig-Cooper Co., Seattle. A 
fully-stocked Deepfreeze home freezer 
plus nine cash prizes will go to win- 
ning letter writers. 


‘Reader’s Digest’ 
French Ad Rates 


Cut to Fit Franc 


New YorK—Reader’s Digest In- 
ternational said last week that ef- 
fective with its June issue, which 


closed March 1, it would institute | 


new rates for its French edition 
‘to correspond with the French 
export franc’s devaluation. 

The decision meant a reduction 
,of more than $300 in page rates 
and dropped the page-per-thou- 
sand rate 58 cents to $1.17. The 
new schedule calls for $700 for a 
black-and-white page against the 
old rate of $1,050, and the four- 
color rate fell from $1,680 to $1,- 
170, based on a circulation guar- 
-antee of 600,000. 

The Digest noted that the 
arrangement “is temporary, sub- 
ject to franc fluctuation and in- 


franc rates. Announcement of 


30 days before closing date.” 
Holds for France Alone 


The French editions in Switzer- | 


Golenpaul Files 
$500,000 Damage 
Suit Against MBS 


New YorK—Dan Golenpaul As- 
sociates, owner and producer of 
“Information, Please” last week 
filed a $500,000 suit against the 
Mutual Broadcasting System for 
damages allegedly resulting from 
the network’s negligence in han- 
dling the show. 

The quiz has been sold coopera- 
tively over MBS since last Septem- 
ber. 

At press time, Mutual execu- 
tives, who had just received Mr. 
Golenpaul’s charges, said they 
needed time to study all the facts 
before commenting. Their answer 
will be filed within 20 days. 

Mr. Golenpaul said legal action 
was taken after his requests to 
Mutual executives for the cor- 
rection of violations of their agree- 
ment failed to produce results. 

The producer, who has been 
gathering material on “Informa- 
tion, Please” through a listening 
service since Oct. 31, character- 


Dr. Lazarsfeld reports a trend) 


proved. Practically the same pro- | 


(on DuMont’s WABD) is the top- 
ranking show on the first ratings 
released by C. E. Hooper, Inc., 
for telecasts over the three New 
York stations. 

Telerating for the broadcast was 
46.8. This rating has not been 
equalled by any regularly spon- 
sored radio show since the Major 
Bowes “Amateur Hour,” on which 
| the video show is modeled, was at 
jthe height of its popularity in 
February, 1936. Hooper’s report 
/on television, the first of monthly 
ratings to be released in New York, 
covered the week of Feb. 8-14. 


McGraw-Hill Merges 
Two Aviation Papers 


McGraw-Hill Publishing Com- 
pany, New York, will merge the 
monthly Air Transport with Avia- 
tion Week, effective April 1. Avia- 
tion Week was started eight 
months ago. 

After July 1, Aviation Week 
will have a $430 page rate, based 
on about 36,000 circulation. Both 
Aviation Week and Air Transport 
|advertisers will be carried at their 
| original rates for the duration of 
their contracts. 


Prepares for Video 
Kermin, Thall & Lavelle, New 


cate “for the greatest contribu-|land and Belgium will not have a 
tion by a newspaper man in 1947 /|rate change, and will continue on 


to railway progress.” He con- 
ceived and directed a “highly suc- 
cessful expose .. . of the maldis- 
tribution of freight cars.” A spe- 
cial award went to C. B. Palmer 
of the New York Times for a 
humorous article, ‘“L.I.R.R. 
Ode by a Commuter.” 

The federation was launched by 
Robert R. Young. 


Columbia Plans 
Television Clinic 


Columbia Broadcasting System | 
will hold a nationwide television 
clinic for the key management of | 
its 165 stations March 31 in New 
York. 

Frank Stanton, CBS president, | 
said the meeting was arranged at 
the request of affiliates, which 
|want “to get the feel” of the new 
| medium. The clinic is a part of | 
|the over-all television network | 
|planning of CBS, which recently | 
}announced that it will open the 
“nation’s largest” video studios 
| this spring. 


aR Te 

Joins Westinghouse 
Herbert E. Brown, former east-| 

jern region sales promotion mana- 


York agency, has established aj/ger for Eversharp, Inc., Chicago, 
television department. Bob Fuchs, |has joined the Westinghouse ad-| 
formerly of Paramount Pictures, | vertising department as sales pro- 
and Tony Pan, previously with |motion supervisor for Westing- 
BBC, will direct the production | house refrigerators in the eastern 
and writing for the division. district. 


| the schedule announced last De- 
/cember. 

Macfadden International point- 
ed out that the French editions of 
Confidences and Super Detective 


are arranged on a licensing pro- 


. cedure, and that the French pub- 


lisher is in control of the opera- 
tion. The French Confidences can 
take no additional advertising, 
and is a complete sell-out, a Mac- 
fadden spokesman said. Signifi- 
cantly, the copy prices of the two 


|publications have remained stable, 


Confidences at 12 francs, 
Detective at 40 francs. 

Conde Nast Publications said it 
had no information about a change 
in rates for the Paris edition of 
Vogue, although a spokesman said 
he “would not be surprised” if 
rates were altered to account for 
changes in French currency. 

The European edition of the 
New York Herald Tribune, pub- 
lished in Paris, to date has not 
altered its rates. William Robin- 


Super 


ison, vice-president and business 


manager of the newspaper, is now 
in Paris. 


Rumrill Names Sitts 


Wallace Sitts, formerly art di- 
rector of Taylor-Ward Agency, 
Ithaca, N. Y., has been named as- 
sistant art director of Charles L. 


'Rumrill & Co., Rochester. 


‘ized the “entire Mutual opera- 
tion in connection with the pro- 
gram as chaotic.” 


Lists Violations 


More than 100 Mutual stations 
checked were committing acts in 
violation of the express terms of 
ithe agreement, he said. Among 
|his charges: 

1. A substantial number of sta- 
tions were broadcasting “Informa- 
tion, Please” for commercial spon- 
sors for which no accounting was 
made. 

2. Sponsors were accepted by 
Mutual without the producer’s ap- 
proval. 

3. Some stations were carrying 
delayed broadcasts of the program 
without authorization. 

4. Some stations did not carry 
the program at all and others 
only sporadically, making it im- 
possible for listeners to hear the 
show consistently. 

5. Mutual permitted stations 
and networks outside its system 
to carry the broadcast commer- 


awarded a plaque by the Federa- | gation of paper and printing costs. |cially and sustaining, without the 
tion for Railway Progress as the Right is reserved to increase dol-|knowledge and consent of the 
railroad which set the highest jar rates to equal increases in| Producer. 


| 6. The continuity of the pro- 


| 1947, at the federation’s first an- such an increase will be made gram was interrupted and abridged 
nual dinner here. Also cited were foyr months before cover date—|to accommodate spot announce- 


ments. 
C&O Gets Break 


7. FM stations were carrying 
|the show in direct violation of the 
| agreement. 

8. Opportunities to obtain a 
single sponsor for a regional net- 
work were lost when Mutual per- 
mitted individual stations of those 
networks to sell the show. 

To substantiate his allegation 
that MBS has been negligent in 
handling “Information, Please,” 
Mr. Golenpaul cited the following 
examples: 

The Chesapeake & Ohio Rail- 
road pays for the program in 
seven markets, but 60 stations 
carry the C&O commercials. 

“An Hawaiian network, I didn’t 
even know existed, has been airing 
the broadcast for some time with 
a sponsor,” he asserted. 


Gold Mark Resumes Ads 


Gold Mark Hosiery Company, 
New York, has resumed advertis- 
ing in five national magazines for 
its spring campaign. In addition, 
the company is launching promo- 
tion in the New York area with 
outdoor posters and subway ad- 
vertising. The agency is Norman 
D. Waters & Associates, New York. 


Fair Retires April 1 

Mrs. Ruth Fair, assistant 
charge of fashion promotion to 
Stanley Marcus, executive vice- 
president of Neiman-Marcus Com- 
pany, Dallas, will retire from 
business, effective April 1. 
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Bringing Up Father ay ceo. semanus 


_~ 


TELL THAT 
FATHEAD 


IT’S COUNT 
DE SAUSERS! 


} 


AN’ I'M NEARLY 
BROKE WITH 

YOU TRYIN' TO 
GIT IN SOCIETY’ 


HE’S INVITED US TO 
DINNER - NOW WE 
WILL BREAK INTO 
SOCIET YY 


NOW-REMEMBER - 
DON'T YOU DARE 
ORDER CORNED 
BEEF AND jae 
CABBAGE.” @& 


I WUZ ONLY THINKIN’ 
ABOUT IT- AND IF I 
CAN'T HAVE IT--I'M 
NOT GOIN // 


COME BACK HERE-YOU 
SNAIL “/ CAN'T YOU BE 
A GENTLEMAN ? 


I WISH YOU'D 
BE A LITTLE 
GENTLE- LADY’ 


WE ARE GUESTS OF 
COUNT DE SAUSERS! THAT BOW WILL 
COST ME FIVE 


BUCKS -ILL BET’ 


wre 


BUT MY VERY FAVORITE 
DISH IS CORNED BEEF 
AND CABBAGE - AND 


NOT ONLY MINE ---- [=z PEOPLE EAT CORNED BEEF AND HONORED TO.MEET A MAN OF 
» = CABBAGE -THEN ONE DAY I FOLIND SUCH GREAT INFLUENCE // 
= = | OUT WHO IS RESPONSIBLE - IT IS- . 
: | EL : 
ie) i DG Dali Q Mi [48 
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< ay mass go: “s 
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OH- COUNT- I JUST fab / I-TOO- 
LOVE THESE FRENCH LOVE A 
DISHES - DE JOUR - FOREIGN 
DE JOUR SOMMORE / DISH =WITH £E 
AMERICAN 
| FOOD ON rr/ 
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I HAVE TRAVELED FROM COAST TO 4 
COAST IN THIS GREAT COUNTRY 
OF YOURS -AND EVERYWHERE 


you! MR. JIGGS/ YOU HAVE MADE 
THIS DISH THE MOST POPULAR 
IN THE COUNTRY-IIM HIGHLY 


Intlu 


Food habits aren’t changed easily. 


Sometimes, neither doctors, friends, nor 
family can make people eat what they 
don’t like. 

Corned beef and cabbage was hardly a 
popular dish on America’s menus... until 
Jiggs began to indicate his joy in it. 

Today, in every state in the Union, in 
every economic class, in Park Avenue 
dining salons and in Main Street lunch 
counters, corned beef and cabbage is or- 
dered and enjoyed by millions. 

How can a mere comic strip character 
have such influence? The answer is that 
Jiggs is one of the most real, the most 
personal characters in the lives of mil- 
lions of people. What happens to the comic 
strip characters in PUCK, THE COMIC 


ENnce 


WEEKLY is not only a source of enter- 
tainment, it is a matter of deep personal 
concern to millions of Americans. 

That’s why psychologists, educators, 
the press and business, recognize the 
comics as the most powerful social force 
in America today. 

It is a force that influences people be- 
cause it penetrates into their lives. And it 
can affect not only tastes in food, but fads 
in fashion, habits in health, opinions and 
attitudes, ideas in learning, travelling, 
working and living. 

For over 15 years, American business 
has been using PUCK’S powerful force 
successfully. Today, more than ever, it 
represents a proven opportunity, a tested 
weapon in helping business influence 
people ... in helping it to sell goods! 


The Only National 
Comic Weekly! 


PUCK, THE COMIC WEEKLY, is dis- 
tributed with 15 great Sunday news- 
papers from coast to coast. It reaches 
more than 7,500,000 families in 7,000 
communities of 1,000 population or over. 


In PUCK, there is assembled the 
greatest all-star cast of characters 
ever presented to the public, including 
Blondie, Jiggs and Maggie, The Kat- 
zenjammer Kids, The Lone Ranger, 
Steve Canyon, Tillie the Toiler, Flash 
Gordon, Donald Duck. 


The influence of these characters 
upon more than 20,000,000 adult and 
young readers, has been utilized by 
advertisers like — 


General Mills, Inc. 


$1,500,000 has been spent by General 
Mills in advertising in PUCK, THE 
COMIC WEEKLY, during the past 15 
years. What else but results, consistent 
and profitable results can explain such 
a record? 


The Only NATIONAL Comic Weekly 
A Hearst Publication 

63 Vesey Street, New York 7, New York 

Hearst Building, Chicago 6, Illinois 
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